AUGUST 22, 1960; FIFTY CENTS 


elevisionAge 


Molor gives major league baseball new dimensions for viewer PAGE 26 


i 


Many dry cleaner and laundry services best shown on tv PAGE 30 


ew Spot TV 
uide-Book aims 
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spot Television is the fastest growing 
dvertising medium of the 60’s—the most flexible 

arket-by-market buy for your TV dollars. 

ow, at last, comes a basic guide-book on Spot TV. 

is called ‘Selective Pressure on Target” and contains 

ll the pertinent facts, figures and fundamentals on this effective 

elling force. It shows how Spot Television Advertising is used for a 
ariety of purposes—and used very successfully. This Handbook is yours 
or the asking. Get your free copy direct from your Petry representative. 
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win enthusiastic fans i D AY ' 
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DRY CLEANERS AND LAUNDRIES 


Television is best at making housewives aware of the 
many services offered 


SPOT WAY TO CAR SALES 


Detroiters are shown how spot can out-maneuver 
network in merchandising models 


STATION DIRECTORY 
Comprehensive guide to station addresses, rates, top 
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Shotgun Slade is the “detective on 
horseback” series that combines 
both of TV’s great audience appeals. 
Roaring adventure. ..thrill-a-minute 
mystery. And it gets double-barreled 
results—big and fast! Its big-name 
star, Scott Brady, became a top, two- 
fisted TV personality in a matter of 
weeks. Its excitement sold on sight. 
Shotgun Slade has proved its selling 
power. No wonder regional sponsors 
like P.Ballantine & Sons, Brewers, 
are ordering up a second smash year! 


IT SHOT RIGHT INTO 
THE “TOP 10” LOCALLY 
AND NATIONALLY— 
AND STAYED THERE! @ 


A double-barreled winner with that 
big audience look. Just check ARB 
for March, 1960... 


RANK* IN MARKET SHARE 
#1 in Boston, WBZ-TV ; 41.0% 
#2 in Oklahoma City, KWTV ? 50.6 
#2 in Jacksonville, WJXT : 56.8 
#1 in Phoenix, KOOL-TV f 32.6 
#2 in Charleston, S. C., WUSN-TV.... 71.9 
#3 in Omaha, WOW-TV : 41.4 
#9 in Philadelphia, WRCV-TV é 44.4 
#2 in Portland, Me., WCSH-TV : 61.1 
#5 in Baltimore, WMAR-TV . 40.1 
#3 in Fresno, KJEO ‘ 49.8 
#1 in Binghamton, WNBF-TV : 89.8 
#5 in Baton Rouge, WBRZ : 59.6 
») #7 in New Orleans, WDSU-TV t 61.1 
Ad in Miami 0 6513 
+7 in Albany-Troy, WRGB . 44.7 
in Amarillo, KVII-TV ‘ 37.5 
#8 in Burlington, WCAX-TV t 53.3 
#5 in Harrisburg, WGAL-TV ‘ 35.4 
#1 in Chico-Redding, KVIP-TV . 61.1 
#5 in Birmingham, WBRC-TV 58.8 
#1 in Bristol-Johnson City, WJHL.... 32.5 57.7 


#5 in Savannah, WTOC-TV 50.5 

#5 in Tampa-St. Petersburg, WTVT....27.8 50.5 

wy 0 in Knoxville, WATE-TV 49.1 
e rry —no room for all the others! Better write, wire 


or phone your MCA TV film representative today. 
é *among all syndicated shows 








IT'S POWERful! 





Well, our inventory 
is high enough — 








Let’s run another I.D. on 
Bangor’s powerful Channel 2. 
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How about selling our 
swatches as scatter rugs? 


Seldom is one I.D. enough, but 
powerful Channel Two can produce 
amazing results. It’s the “station with 
the most” in 121,210 homes in Eastern 
Maine. And remember, you save an 
extra 5% with a matching national 
spot buy on Channel 6 in Portland. 


See your Weed TV man. 









MAINE BROADCASTING SYSTEM 


WLBZ-TV, Bangor WCSH-TV, Portland 
WRDO Radio, Augusta 
WLBZ Radio, Bangor WCSH Radio, Portland 
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Letter from the Publisher 
Color Profits 


“The minute a station makes money on color, you will see sta- 
tions flock into color the way the forty-niners converged on Cripple 
Creek.” This is the opinion of a major station operator who has 
never veered in his faith in the future of color. The discussion of 
color is never on a basis of “if” but rather “when.” 

At this writing one of the nation’s largest agencies is doing an 
intensive research job on color. If the research is favorable they 
will recommend widespread use of tint tv by a number of their 
clients. 


Gains in Past Year 


In the past year color has advanced from futures to some im- 
mediate realistic appraisal. 

Item: Crosley Study No. 1 proved that color doubled ratings. It 
showed that the ratings of programs in with color receivers were 
twice those in black and white homes. 

Item: Crosley Study No. 2 showed that color commercials have 
two and one-half times the impact, three times the recall and twice 
the interest as the same commercials in black and white. 

Item: The last BBDO-NBC Color Town study showed that color 
homes have 13 per cent more viewers-per-set than black and white 
homes. 

Item: The new color camera tube will widen the scope of color 
television in picking up local special events. The new tube has 
already been put to practical use in telecasting of night baseball 
games. 

Item: In several markets the penetration of color tv sets has 
reached the magic number of 3 per cent. Researchers estimate that 
3-5 per cent penetration of color set circulation in a market is 
needed to affect overall ratings and to leave any appreciable dent 
on sales. 


$100 Million Annually 
John L. Burns, President of RCA, has disclosed that color tv 


has become a more than $100 million-a-year business. The most 
enthusiastic prophets of television did not envision this medium 
as a $114 billion-a-year business. 

The broadcast business is filled with people who missed their 
golden opportunity to get into television. Color, in a sense, offers 
a second chance since it will enhance the value of each individual 
station and of the medium. 


Industry Will Miss Keese 


The entire industry was saddened by the death of Alex Keese. 
To have known Alex was a privilege, for here was one who be- 
lieved mightily in the dignity of man. He exuded warmth and his 
friendships, which were many, were not taken lightly. He was a 
gentleman in the truest sense of the word—that type of individual 
that made one proud to be associated with the broadcast industry. 
Alex left the greatest of all monuments, an indelible imprint of 


respect and personal integrity. 
wer ae 4 














Camera tube...PERMITS NIGHT BASEBALL 
COLORCASTS WITHOUT SPECIAL LIGHTING 


Boston, June 10: Station WHDH used the new RCA-4401 Image Orthicon in a highly 
successful coloreast of a regularly scheduled night baseball game from Fenway Park. 
No greater lighting was needed than for black-and-white pickup. 

For more information about this high-sensitivity image orthicon for low-light- 
level color telecasting, contact your RCA Broadcast Tube Distributor. RCA Electron 
Tube Division, Harrison, N. J. 


The Most Trusted Name in Television 
RADIO CORPORATION OF AMERICA 
® 
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“You 
Missed 
South 
Bend !” 


The rules are explicit, George. You don’t score in South Bend when 








you hit Chicago. Why, goodness, you’re missing more than $1.7 
billion in buying income and $1.1 billion in retail sales. Worse, 
though, you're forfeiting 915 thousand affluent customers who are 
burning to buy. In South Bend Metro alone, household income is 
$7553, individual income is $2246—highest in Indiana. And how 
they eat! Last year they devoured better than $248 million in staples 
and goodies. Same with drugs, clothes and appliances. It’s a big target, 
George. 

And here’s how to hit it—with one shot. Propel your product into 
this rich 15-county market with the distinctive voice of WSBT-TV. 
A full CBS schedule, peppered with top-rated local shows, accounts 
for WSBT-TV carrying 34 of the top 50 locally-favored programs, 12 
of the top 12 and 14 of the leading 20. No wonder WSBT-TV gets 
47.8% of the sets in use in this 3-station market. This station pulls 
because it penetrates. 


Want the fine points? Call your Raymer man. He'll dart right over. 


WSBT-TV 


SOUTH BEND, INDIANA 


CBS Channel 22 
TELEVISION 


NETWORK ONE OF CBS' HIGHEST-RATED STATIONS 


Ask Paul H. Raymer, National Representative 
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The buyer was hardly 
i - ~ 


Pe encouraging. “Sorry, Bub,” 


3° 9 h 
é | he told the HR&P man, here S OW 
Tf fii “‘but in this particular 
eay Southern market your sta- 
tion doesn’t get even a crumb of our bread advertiser’s t d h 
budget. It all goes to your competition because: (1) I O C Orn 
can’t economically split the budget; and (2) on total 
coverage, you lose hands down.” 


« 
s dil 
To some salesmen, this might seem d 1 emma eee 
as final as a shot in the head. But not 


to one so determined and resource- 
ful as this HR&P man. He went out, 
studied the bread company’s deliv- 
ery routes — and found just the clue he needed. 


The bread trucks, you see, didn’t go beyond our sta- 
tion’s grade A coverage area. This plainly indicated the 
buy should be based on metropolitan coverage alone — 
not on rural coverage which had dictated the adverse 
decision. So he went back to the buyer with the facts. 


Result: By using his head, our man 
got the business. It was the HR&P 
station — instead of the competitor 
— that now won hands down! 


CHALLENGES LIKE THISaren’t unusual at HR&P. That’s 
one reason why we choose our salesmen for their crea- 
tive ability and resourcefulness. Another is because — 
representing just one medium — we have no barriers to 
wholehearted creation of new business for the spot 
TV field. Uniquely, we can afford to be creative both 
ways — for the stations we represent, and for all spot 
television alike. 


| Frank Grindley, 
New York office 


HARRINGTON, RIGHTER & PARSONS, Inc. 


NEW YORK + CHICAGO + DETROIT + ATLANTA + BOSTON + SAN FRANCISCO -; LOS ANGELES 
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Facts from the second Crosley survey:* 


Color TV adds measurablto 
commercial compared ttn 


- Colo 


over black and white IVi= 
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2 TIMES THE INTEREST! 


Color holds attention. Owners of color sets are twice as 
interested as B&W owners in watching the programs and suades 100 viewers to buy—the same commerci puble tl 
the commercials. As every salesman knows . . . there’s color will sell 169 viewers! A color commercial wage! gain 
nothing like an interested prospect. 3 13 harder when it’s seen on a color program! Bhegets 


17/, TIMES THE SELP’/ 


If a TV commercial, seen in black-and-white, gelor T 
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The Most Trusted Name in Television 


RADIO CORPORATION OF AMERICA 


olor 










ito the value of a 
he same commercia 





| - Color has caught the public’s fancy ! 83% all the show . . . 34% more color set 
more color set owners than B&W owners owners correctly recalled each commer- 
had their sets tuned in during the survey __ cial! And look at color’s extra selling power, 
... 42% more color set owners watched shown in the figures below! 


*Second Crosley Broadcasting Corporation study, made in 1960, 
covered almost 1,150 viewers in the Cincinnati area, 
equally divided between color and B&W set owners. 


"* 
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3 TIMES THE RECALL! 


Three times as many viewers recalled sales points made 
by color TV Commercials as did viewers in the same 
number of B& W homes. You impress as many prospects 
in 1,000 color TV homes as you do in 3,000 B& W homes! 














EP, TIMES THE IMPACT! 








vhite, gelor TV homes give you more viewers per set, and 
merciagpuble the amount of viewing per program. An adver- 
‘cial wapet gains 24 times the impact for his color commercial 
-am! #he gets from the same commercial seen over BR W TV! 
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onclusion: It's just good business for you to have an RCA Victo 


olor TV at home. Keep on top of the techniques that make 
ion : 
olor TV today’s most dynamic selling and entertainment medium. 





SCHWIMMER-STORY 






















AE LOVES CB 


EVEN MORE THAN CANCELLED CONFERENCES 


Account Executives are not always Right. 
There is usually a research director or a mar- 
keting manager or a media buyer or a client 
to point up this fact. But once in a while they 
luck out. Like the other day when three 
different clients had regional problems. AE sug- 
gested Championship Bowling, market-by- 
market. Each client said fine, knew it was the 
top filmed sports show for six straight years. 
Research blessed the audience profile, market- 
ing applauded the merchandising potential, and 
media knew the cost per thousand is fantasti- 
cally low. They all said, “AE, you are Right.” 


AE’s wanting to avoid a persecution complex, 


write or wire, Walter Schwimmer, Inc. 


75 East Wacker Drive, Chicago, Illinois. 


CHAMPIONSHIP BoWLING 








“Championship Bowling’’ can be bought as an hour 
show or a half hour show every week, or as a half hour 








every other week, nationally or in selected markets. 





Keeping Track .. . 

Enclosed you will find my check 
for two copies of your Special Annual 
Tv Spot Advertiser Issue. . . . Your 
publication has been most helpful to 
us in our business. As you well know, 
it is impossible to keep up with all 
the trends in such a great industry, 
but with your fine magazine we know 
what the latest sponsor trends are and 
can keep tabs on what our many com- 
petitors are doing. .. . 


Jack L. SILVER 
President 
Jack Silver Productions 


Hollywood 


Rorabaugh Credit 

I want to congratulate you on the 
excellent and exhaustive article called 
“Spot Tempo Quickens” which occu- 
pies almost one-third of your July 25th 
issue. 

As you know, the hundreds of spot 
tv advertising expenditure estimates 
quoted in your article were computed 
by our organization, based on detailed 
spot tv schedule data reported to our 
organization by television stations 
throughout the country, and were de- 
livered to TvB for release to the in- 
dustry . . . a fact which you unfor- 
tunately neglected to report. 


N. C. RoraBAUGH 

President 

N. C. Rorabaugh Co. 

New York City 

Note: While many of the figures used in 
the article came from TvB and should have 
been credited to TvB-Rorabaugh, all of the 
figures were submitted to the companies 


mentioned for checking, and a number were 
changed to conform to company figures. 


Gordon Best for Old Milwaukee 
Thank you for listing Grant Ad- 

vertising as the agency for Old Mil- 

waukee in your July 25, 1960, Spot 
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Report. While we would enjoy the 
billing, this account is now handled 
by Gordon Best... . 
RecinaLp L, DELLow 
Director of Media 
Grant Advertising 
Facilities Changes 
The facilities changes in the Au- 
gust 8 issue is an extremely valuable 
service to both buyer and _ seller 
alike. The list has a great deal of 
utility because of its comprehensive- 
ness. It also gives an interesting pic- 
ture of the tremendous number of 
changes taking place in the industry 
over a twelve month period. 
Lioyp GEoRGE VENARD 
President 


Venard, Rintoul & McConnell, Inc. 


Your recap of facilities changes 
is most helpful. These changes come 
so fast that it is an invaluable aid to 
have them recapped for a full year. 

Lee O'BRIEN 
BBDO 


Armstrong 


. | would like to compliment 
you very highly on the excellent ar- 
ticle on the Armstrong Cork Co. 
(TV AGE, July 24, 1960). ... 

Max BaNnzHaF 
Director, Advertising, Promotion 
and Public Relations 


Armstrong Cork Co. 


Pro and Con Appeal 
Again and again your fine maga- 
zine comes through with solid, timely 
topics. We particularly enjoyed, and 
plan to utilize, your articles, “Tv 
Can’t Help Me” and “It Can, If Used 
Right.” . . . we feel this specific set 
of articles would be of interest to 
many leading retailers in our fertile 

12th market area. 

A. G. PicHa 
Promotion and Publicity Director 
WMAR-TV 
Baltimore 


I read with interest your depart- 
ment store article presented in the 
July 25th issue . . . It would be quite 
helpful to us to have . . . perhaps 25 
reprints. 

WituiaM L. ZIMMERMAN 
Local Sales Manager 
WTVN-TV 

Columbus, Ohio 
















































SCHWIMMER-STORY 


AE LOVES CB 


EVEN MORE THAN OLIVES OR LEMON TWISTS 


This AE may not know all he could about 
bridge, but he knows about bridge players . . . 
About their fantastic loyalty to the game . . . 
and to the show they refer to as “our show” — 
Championship Bridge. 10,000,000 bridge play- 
ers watch the show. They write thousands of 
letters of thanks to stations carrying “their” 
show. Their profile looks like many others 
except for a bulge from fatter billfolds. And 
they watch with unheard of interest. Avid. 
Our AE’s client likes this interest. So does his 
comptroller. So does our AE who sold them 
the show. He likes being a hero. 


For a completely one-sided story, write or wire 
Walter Schwimmer, Inc., 75 East Wacker 
Drive, Chicago, Illinois. 











“Championship Bridge with Charlies Goren" resumes on 
ABC-TV Sunday, October 16. Minute announcements are 
available either on a 13/26 week or 26/26 week basis. 
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IN AUGUSTA, GEORG 


YOUR 
PRODUCT'S 
BEST 
FRIEND 

IS 


RDW-TV 


N NE L 4 


IN AUGUSTA: 

Robert E. Metcalfe—TA 4-5432 
IN NEW YORK: 

Lee Gaynor—OXford 7-0306 


Represented Nationally: Avery-Knodel, Inc. 


Everybody breaks par with WRDW-TV in Augusta, “Golfing 
Capital of the World”, where you can tell and sell more than 
a Million people with 721 million to spend. For Augusta, 
Georgia’s second city, is now one of the nation’s top 100 INDUS- 


TRIAL MARKETS where new 


industry has invested $110 


million dollars in the past 20 months. New facilities of Conti- 
nental Can, S. H. Kress, General Electric, Glassine Corp. and 
Owens-Corning Fiber-Glass have joined the billion dollar 
Du Pont plant in this rich area where WRDW-TV is your 


product’s best friend. 
a 
FRIENDLY 


Member The FRIENDLY Group ( WEN 


Grour 
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John J. Laux, Exec. Vice-President 


WSTV-TV 


STEUBENVILLE-WHEELING 


KODE-TV 


JOPLIN, MISSOURI 


WRGP-TV 


oa F wme d, lelei cr. Wag 4, 0. i -t-2- 9-3 


WRDW-TV 


AUGUSTA, GEORGIA 


WBOY-TV 


CLARKSBURG, WEST VIRGINIA 
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Syndicated Program Price Rise? 

Look for an increase in the price of the average syn- 
dicated program once the current over-supply is depleted. 
Many syndicators, caught in a cost-price squeeze, have 
slowed up release of product until the demand returns 
next year. At that time, a general increase in price will 
be asked to justify bigger investments in programs. “Re- 
gional advertisers have been looking to network programs 
as their standard of comparison,” complains one distri- 
butor, “but network advertisers have always been willing 
to pay for better quality. Regional advertisers are al- 
ways looking for bargains, and have hurt only themselves. 
If they want better-quality syndicated programs, they're 
going to have to pay for them.” 


Soup on the Coast 

Andersen’s Soups, west-coast marketed by Heublein, 
Inc., maker of Maypo cereals, is readying fall-winter 
spot activity in its customary areas primarily in Cali- 
fornia, but reaching up also into Washington and Ore- 
gon. About 13 weeks of flighted minutes, mostly daytime, 
will kick off in October. Elizabeth Griffiths is the time- 
buyer at Fletcher, Richards, Calkins & Holden, Inc., 
New York. 


Redefine Metropolitan Areas 

Redefining of metropolitan areas by the Bureau of the 
Census to allow two or more adjacent cities to be con- 
sidered as “central cities” made possible four metropoli- 
tan areas which would not have been allowed under the 
old definition (requiring at least one city with more than 
50,000 population). Four new 1960 metropolitan areas 
(among the 21 which were added to the 189 previously 
recognized metropolitan areas) are Brownsville-Har- 
lingen-San Benito, 149,901; Fargo-Moorhead, 104,983; 
Provo-Orem, 106,777 and Texarkana, Tex.-Ark., 90,938. 


Tidy House Likes The Polka 

Tidy House Products, through Guild, Bascom & Bon- 
figli, has ordered a 44-market spread on Paramount Tele- 
vision’s Polka Parade—one of the few large regional 
commitments made for a tape program for this fall. Tidy 
House will sponsor the musical show, consisting of 39 
half hours, throughout the midwest and in certain mar- 
kets in the south. 


Cameras Shoot for ’61 

“By the end of the year,” said Al Scalingi, advertising 
manager for Keystone Camera Co., “we'll be out with 
an entirely new line of products in several categories, 
and we look for a big year in television in 1961.” Key- 
stone has been using spot this summer and had a 16-city 
tv schedule tentatively set for fall, but plans were 
changed due to the fact that all of its new models are 





WHAT’S AHEAD BEHIND THE SCENES Tele-scope 


not yet in production—meaning a dual-advertising job 
must be accomplished. “Both the new and existing lines 
must be sold to the dealer,” said the company executive, 
“and too much of the budget must go into trade, print 
and other promotion to permit the kind of tv campaign 
we'd like to do.” 


Commercials Business Looks Up Again 


The television commercials business, after a protracted 
and, for some producers, painful summer lag, is expected 
to be going full blast again within the next few weeks. 
Production has been mysteriously slow despite the early 
network buying season. It has been speculated that the 
reason for the abnormal production falloff centers around 
recent Federal Trade Commission orders which have made 
some advertisers gun-shy, or just plain cautious. Report- 
edly, there are many commercials waiting to break loose, 
but they have not been given the go-ahead. Once they do 
break (within a matter of weeks) production is expected 
to pick up. But it will be a month to six weeks behind 


schedule. 


Convention Numbers by Nielsen 


The audience figures for the Democratic convention 
in Los Angeles, released by A. C. Nielsen Co., reveal a 
total of 38.7 million tv homes—86 per cent of all U. S. tv 
homes—tuned in to the proceedings during the five days 
of telecast. Average viewing time was nine hours and 
38 minutes. Presidential-nominee balloting on Wednes- 
day night, July 6, drew the top total, with 32.6 million 
homes dialing in during the night and 12.7 million watch- 
ing the final count at 1:54 a.m. Thursday. 


Gas Warming Engines 


While definite activity was not yet under way at press 
time, the word was that Chevron gasoline will return 
next month with another of its four-week late-summer 
pushes in its usual marketing area. Look for schedules 
of nighttime 20’s in about 20 markets along the east coast. 
Marv Shapiro is the timebuyer at BBDO, New York. 


New Agency, Similar Plans 


Fall plans for Coldene cold tablets and liquid will 
generally follow the patterns used in the past, meaning 
spot tv will be relied on in the months ahead. The account, 
Pharma-Craft Corp., switched from J. Walter Thompson 
Co., Inc., to the six-months-old Papert, Koening, Lois 
agency last spring, “Advertising might be intensified in 
weight,” said media director and buyer Bill Murphy at 
PKL. New animated minutes are in production, with at 
least the top 50 markets to get schedules late next month 
and during following weeks as the colds season moves 
across the country. 
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X% 
Interview: ZO madras (<p wel. 


Director of Broadcast Media for Cohen & Aleshire Advertising Agency, New York, 
explains why she selects WLW Radio and TV Stations for 4-WAY Cold Tablets. 






“The 6 Crosley Stations 
provide extensive coverage 
in important markets 

thru 9 states.” 


audience reach makes WLW Radio 
and WLW TV Stations one of the best 
buys on the media map!” 
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“Yes, for coverage— 
it’s hard to beat the 
642 million home area of 
WLW Radio and TV land.” 








FAST-ACTING 
COLD TABLETS 














Call your WLW Stations’ Representative . . . you’ll be glad you did! The dynamic WLW stations . . . 


WLW-A WLW-I WLW-D WLW-Cc WLW-T 


Television Television Television Television Television 
Atlanta Indianapolis Dayton Columbus Cincinnati 







Crosley Broadcasting Corporation, a division of Aveo 
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Business barometer 


As usual national spot business showed a sharp decline in June as compared with May. 





The Business Barometer survey indicates a 12.6-per-cent drop in spot billings across 
the country. This came after an increase in May which was somewhat unusual 
for the time of year. 





Spot totals for June were still 9 per cent ahead of those for the sare month in 
1959, however, the survey indicates. 








Although spot had a very good 
year in 1959, setting 
new highs for every 
quarter, 1960 promises 

to surpass those 

totals. 





SPOT BUSINESS 





June duly Aug Sept Oct Nov Dex Jan Feb Mar Ap 





Business Barometer reports 
have shown each month 
in 1960 well ahead of 
the same month in 
1959, with the in- 
crease running from 8 
per cent to as high as 

15 per cent for in- 

dividual months. 














Checking back to January, the 
spot totals showed a 
10.5-per-cent increase 
in that month over 
those in the same 
month a year earlier. 
In February the in- 
crease was 15.1 per 
cent, March 7.8 per 
cent, April 10.1 per 
cent and June 9 per 

cent. 














While these increases are 
notable, they are 
still much smaller 
than the increases 
shown in 1959 over the 

same months in 1958. 





In 1959 January was up 26 per 
cent over January 
1958, February was up 
22.4 per cent, March B- June 1960 up 9 per cent over June 1959 
25 per cent, April 
23.6 per cent, May 23.1 per cent and June 27 per cent. 








A June off 12.6 per cent under May 


This comparison would seem to indicate that while spot as a whole is stili growing, 
there is a trend toward leveling off in this department, just as has been 
noted in network billings. The trend in local totals is not so marked. 





Individual month-to-month comparisons of spot television billings are shown on the 
attached chart. 
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When the little hand and big hand are 

straight up, this character takes over some 54% 
of the TV sets in Kansas City. That’s been the 
story for “Hi Noon’s Cartoons” for 4 years. 


When the big hand moves straight down, 
Bette Hayes (now in her eighth successful year) 
appears and the channel 4 dominance continues. 


This pair has the locks on Kansas City’s 
noon-hour block. Both are typical of the 
something-better programming viewers get 
when WDAF-TY goes local. 


REPRESENTED BY HARRINGTON, RIGHTER & PARSONS, INC, 
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Informational programs lauded by Hausman . page 19 


International tv poses problems for CBS-TV .. page 19 


Petry primer explains spot fundamentals .... page 21 


Educational, Too! 


Commercial television is also edu- 
cational television, stated Louis Haus- 
man, director of the Television In- 
formation Office, as he spoke before 
150 school administrators and teach- 
ers attending a workshop on educa- 
tional tv at Western Michigan Uni- 
versity. 

The TIO director disagreed with an 
Clair McCol- 


lough, currently serving as chairman 


idea advocated by 


of a three-man committee heading the 
National Association of Broadcasters, 
who suggested that the establishment 
of a fourth network devoted exclu- 
sively to educational programming 
would relieve commercial tv of any 
responsibilities or obligations in that 
field. 

“This is the easy way out,” said 
Mr. Hausman. “Educational tv can 
do a great deal for a relatively few 
people at one time; the commercial 
broadcaster can do a little for a great 
He emphasized that today’s 
commercial stations should be en- 
couraged to provide more and better 
programs of information, education 
and the arts, and—while the topics 
might not be examined in the depth 
possible on an _ educational-tv-only 
channel — the larger audiences at- 
tracted would benefit under the demo- 
cratic principles of schooling for the 
masses. 

Acknowledging that there are dif- 
ferences of opinion on what precisely 
constitutes “educational tv,” Mr. 
Hausman requested the instructors to 
become aware of what the medium 
now offers in the way of music, cur- 
rent biography, history, drama, litera- 
ture, news and similar categories 
which serve to inform, uplift and 
instruct. 


many.” 


Aiding the instructor in determin- 
ing programs of interest that he may 
recommend to his classes, stations in 


markets such as Chicago, Los An- 
geles, Denver, San Francisco and 
others are now publishing, or shortly 
will be publishing, joint monthly 
schedules of cultural, educational 
and public-service programs. 

Mr, Hausman noted, however, that 
a fully mature use of the tv medium 
can only be attained if the public be- 
comes literate in its knowledge of the 
medium. Instructors must aid their 
pupils in learning to assimilate and 
evaluate the information they receive 
from tv. Viewers, the TIO head im- 
plied, need guidance if the impres- 
sions they receive electronically are to 
enrich their future lives. 

In addition to working on a book 
to be distributed early this fall to 
60,000 members of the National 
Council of Teachers of English—in 
which tv will be explained as both a 
communications medium and an art 
form—TIO next spring will cooperate 
with the New York City Board of 
Education in conducting a 15-week 
course for teachers. The course, en- 
titled “Television in Today’s World,” 
is intended as a pilot course that can 
be given by local broadcasters in 
other cities. 


International Tv 

CBS-TV initiates this week the first 
continuing attempt to present inter- 
national television to American view- 
ers. Starting on Thursday (August 
26), and running through Septem- 
ber 12, the network will present 20 
hours of the Summer Olympic Games 
in Rome, and, in doing this, will be 
running a trans-Atlantic marathon of 
its own—via cable, microwave and 
jet airplane. 

The logistics problems involved in 
covering the XVII Olympiad dwarf 
by far (approximately 3,000 miles 
and a favorable time differential of 
five hours) those encountered at the 


THE WAY IT HAPPENED id & WS fr Ol t 


Winter Olympics at Squaw Valley. 
Coverage difficulties, as outlined by 
Peter Molnar, executive producer of 
the Olympics for CBS Sports, can be 
further complicated by strong head- 
winds (which can slow even the jets) , 
language difficulties, a different line 
standard and the sheer number of 
track and field events which are 
scheduled. 

The international television ven- 
ture was made possible by an agree- 
ment with RAI, the Italian state net- 
work, which will be presenting 98 
hours of the events to Italian viewers 
and will be feeding 60 hours of it to 
Eurovision (which now covers 18 
CBS-TV has exclusive 


American tv rights to the games, and 


countries) . 


will be able to request special cover- 
age from RAI, which will have 38 
cameras working throughout the 
games. Approximately 15 to 20 ex- 
ecutives of CBS News, headed by 
William C. MacPhail, director of 
sports, plus technicians and talent, 
will be on hand. 

The relay system works like this: 
the video from RAI, accompanied by 
commentary from one of five CBS 
News sportscasters, is fed to a CBS- 
TV technical center located at Ciam- 
pino Airport, several miles outside of 
Rome. There, the image is converted 
from the 625-line European standard 
to the 525-line American standard, and 
is then recorded on one of three tape 
machines: The major editing is done 
at Ciampino, Mr. Molnar explains, 
and the finished product is rushed 
aboard New York-bound jet liners, 
which make same-day telecasting of 
certain events possible. 


However, since the best flight out 
of Rome to New York leaves at 2 
p-m., CBS-TV has established an al- 
ternate route: Rome to Paris to New 
York. In this manner, late-happen- 
ing events, unedited, can be shipped 
back to New York for telecasting. It 
works this way: live pictures are 
transmitted by microwave and co- 
axial cable to Paris, sent through a 
converter, microwaved to Orly Air- 
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CAN POLITICIANS AFFORD TO BE HONEST? 


time 


A question of singular pertinence in an election year, recently debated, openly and boldly, by a pane! lim 
distinguished guests on Channel 2. The conversation provided the sort of local programming Chicago: Har 
look for, and have come to expect, on CBS Owned WBBM-TV...vital, perceptive, provocative. trac 
People who value their time find more worth watching on WBBM-TV. That’s why time is so valua! 
on WBBM-TV, Chicago’s favorite television station for 61 consecutive Nielsen reports (total week). 


WBBM-TV, CHANNEL 2 IN CHICAGO -CBS OWN 
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HOME SCREENS 
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field and recorded on a tape ma- 
chine. A special audio hook-up has 
been established between Rome and 


Orly Airfield. 


Thus, tapes of afternoon events 
can be placed on a 5:30 p.m. flight 
out of Orly, and because of the five- 
hour time differential, arrive at Idle- 
wild about 8:40 p.m. CBS News has 
set up a specially-prepared technical 
center at the airport which can put 
the tapes directly on the air, or, if an 
hour’s delay in traffic isn’t important, 
the tapes can be shipped by courier 
to Manhattan headquarters. 

Mr. Molnar is convinced that he 
will be beating the newspapers on 
many occasions with reports on the 
Olympics. To speed things still fur- 
ther, he and other top executives and 
technicians have taken a cram course 
in Italian at the Berlitz school in New 
York. In addition, a one-page glos- 
sary of Italian television terms has 
been prepared. 

The five sportscasters are special- 
ists. They are Bud Palmer (baseball, 
hockey, basketball) who also covered 
the Winter Games for CBS-TV, Gil 
Stratton, sports director for KNXT 
Los Angeles (a former Pacific Coast 
League umpire), Bob Richards (two- 
time Olympic Gold Medal winner), 
Jim “Jumbo” Elliot, track coach at 
Villanova U., and H. D. Thoreau, a 
track and field authority (he was 
general secretary for the Winter 
Olympics organizing committee). 


At press time Mr. Molnar found it 


MANHATTAN 


IDLEWILD AIRPORT 


NEW YORK 


impossible to estimate how much of 
the international coverage would be 
seen here on the very same day, but 
it is evident that CBS News is out to 
do just that as often as it can. 


TV Spending 

Tv spending by the American pub- 
lic in 1959 was almost double that 
invested by advertisers in the 
medium, the Television Bureau of 
Advertising reported last week. 

TvB says that in that year Ameri- 
cans invested $2.9 billion for new 
television sets, maintenance and the 
electricity to operate those receivers. 
On the other hand, tv advertising 
investments in 1959 amounted to $1.5 
billion. , 

This dollar endorsement of tele- 
vision on the part of the public breaks 
down this way: of the $2.9 billion, 
$1.0 billion was for new sets, while the 
remaining $1.9 billion was for repairs 
and electricity. These investments ex- 
ceed by 93 per cent the $1,549,576,- 
000 that NAPA’s Bureau of Advertis- 
ing reported the public spent for 
weekday and Sunday newspapers in 
1959, TvB notes. 

Further comparisons can be made 
with U. S. Department of Commerce 
figures, which are quoted by the 
bureau. According to the government 
agency, Americans, in 1959, invested 
$2.3 billion for magazines, news- 
papers and sheet music, theatre admis- 
sions amounted to $1.3 billion, $1.4 
billion was spent for books and maps 


and $816 million was spent for vari- 
ous commercial amusements. 


Primer on Spot 

A basic guide to the principles and 
practices of spot television has been 
issued by Edward Petry & Co., Ine. 
Called “Selective Pressure on Tar- 
get,” the primer, after summarizing 
the current dimensions of the me- 
dium, points up the essential differ- 
ences between network and spot tv, 
stresses the complete flexibility of the 
market-by-market approach and dem- 
onstrates the wide-ranging choices af- 
forded by spot in station, market and 
time selection. 

In releasing the handbook, Martin 
L. Nierman, executive vice president 
of Petry, stated: “In spite of a dozen 
years of record growth, there is prob- 
ably less understanding of the funda- 
mentals of spot tv than of any other 
major sales force. This goes for both 
inside and outside the advertising 
business. 

“We've had many requests for a 
basic guide-book on the medium, and 
have tried to provide a compilation 
of facts concerning it which will be of 
interest and value to every group in- 
volved in the marketing process.” 

The significance of spot’s charac- 
teristics for advertisers is illustrated 
in the handbook by charts showing 
the variations in product usage and 
brand acceptance by regions and mar- 
kets for coffee, cigarettes and cake 
mixes, and, citing examples, the guide 
shows advertisers how they can adjust 
their pressure in accordance with 
variable regional and local factors. 

Turning’ to announcement sched- 
ules, the handbook employs a chart 
used by a leading agency to illustrate 
the efficiency of this spot-tv form. The 
chart shows the number of prime- 
time spots needed to achieve varying 
degrees of penetration and frequency 
in a certain major market. The 
primer also provides a comparison 
between the national reach 
prime-time announcement schedule 
and the highest-rated network pro- 
gram. In this example a schedule of 
five Class AA spots in the top 100 
markets is shown to reach two-thirds 
of all U.S. tv homes, 50 per cent more 

(Continued on page 34) 
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(Just a matter of Relativity) 
© WBTV-CHARLOTTE IS FIRST TV MARKET IN ENTIRE SOUTHEAST WITH 596,600 TV HOW 


e WBTV DELIVERS 43% MORE TELEVISION HOMES THAN CHARLOTTE STATION ‘“B’’** 


*Television Magazine - May 1960 
**NCS #3 


LET'S COMPARE MARKET: 


JEFFERSON STANDARD BROADCASTING COMPANY 


WBIV 


CHANNEL 3@ CHARLOTTE 


Represented nationally by CBS Television Spot Sales 
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Independents’ day 


small group 

of non-affiliated stations 
play major role 

in attracting 


viewers, advertisers 


EE when you're trying to give the public 
what it “needs,” it isn’t always possible to 
keep the public from getting what it “wants.” 
The basis of that statement lies in some rating 
figures that prove a boon to the power of the in- 
dependent (or non-network-affiliated) station. 
For example, during the Democratic and Repub- 
lican conventions, when the three networks were 
spending millions of dollars to make sure few 
viewers escaped the uplifting and fascinating 
procedures of American democracy in action, 
there still remained a hard core of tv fans who 
stubbornly sought out Highway Patrol, The 
Honeymooners, Bold Venture, etc., and count- 





less feature-film re-runs on independent channels. 

During the Los Angeles convention wPIx 
New York programmed its usual brand of 
syndicated half-hour comedy and adventure 
shows against the networks’ convention coverage 
on Wednesday, July 13—the night when Presi- 
dential nominating and balloting were conduct- 
ed—and came off second only to the local NBC 
outlet in the Arbitron figures. For the 7:30-1] 
p.m. period WNBC-TV’s average rating was 15.1. 
The wPIx average figure was 12.1, with WCBs-TV 
in third place with 10.3. Between 8:30-11 p.m., 
WPIX trailed wNBc-Tv by only a fraction of a 
rating point, 15.3 to 15.9. 





1. Metro Area Share of Audience, 6 pm-midnight 
In 17 Independent Station Markets 


Independents Networks 

stations share stations share 
Chicago 1 11.7 3 88.3 
Dallas-Ft. Worth 1 12.3 3 87.7 
Denver 1 5.1 3 94.9 
Detroit 1 11.9 3 88.1 
Hartford 1* 5.0 3 95.0 
Indianapolis 1 S.7 3 94.3 
Los Angeles 4 24.7 3 75.3 
Milwaukee 1* 2.2 3 97.8 
Minneapolis 1 9.9 3 90.1 
New York 4 26.4 3 73.6 
Phoenix 1 14.0 3 86.0 
St. Louis 1 4.4 3 95.6 
Salt Lake City 1 0.5 3 99.5 
San Francisco 1 11.3 3 89.7 
Seattle-Tacoma 2 6.7 3 93.3 
Washington 1 11.0 3 89.0 
Yuma 1 6.5 1 93.5** 


Source: ARB, Nov. 1959 *UHF **Incl. non-locals 


Admittedly, it is unusual to find an 
independent station in a multi-station 
market matching the network affili- 
ates on a_ point-for-point _ basis. 
However, numerous examples exist in 
which independent stations have out- 
pointed network outlets in prime time 
through the use of relatively eco- 
nomical and well-planned programs. 

While a survey of the “special- 
program” strength of the inde- 
pendents is called for, as is the study 
of their power in situations where 
all network channels are offering the 
same programming (usually of a 
highly cultural or news-value na- 
ture), a study of independent 
strength under normal conditions is 
also of considerable value. 

The number of U.S. homes view- 
ing television during an average 
nighttime minute is approximately 
20.4 million. Independent stations 
deliver six per cent of this average 
nighttime audience, accounting for 
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1.2 million homes, or about three 
million viewers on a national scale. 

According to reports of the Amer- 
ican Research Bureau (whose ARB 
figures now show station-coverage 
totals), the 24 major independent 
stations now operating in 18 markets 
can be viewed by 16.3 million homes, 


or 37 per cent of all U. S. tv homes, 
Better than half (57 per cent) of the 
homes available to the independent 
stations are in the three top markets 
of New York, Los Angeles and Chi- 
cago. 

The greater number of non. 
affliated stations in New York and 
Los Angeles (four in each market) 
tend to attract larger percentages of 
audience to non-network program- 
ming than do the one or two inde. 
pendents in other markets. Conse- 
quently, the independent-audience 
figures for the northeast and Pacific 
regions are high and serve to lower 
the audience-draw of network outlets 
in the areas. 

% Total Audience 
(6 p.m.-midnight) 
Inde- _—‘Net- 
pendent work 
stations stations 


Northeast... 11% 89% 
East-central _.............. 3 97 
West-central 0. 865 95 
ROE Cee a | 99 
NS a 11 89 
Total U.S... 6% 94% 


The audience-attracting abilities of 
independents vary considerably mar- 
ket by market. In New York and 
Los Angeles the four stations can di- 
vide roughly one-quarter of the total 
average nighttime audience. In 
Chicago, Dallas, Detroit, Minneapo- 
lis, San Francisco, Phoenix and 
Washington, D.C., the single inde- 
pendent stations have consistently 
maintained a 10-14-per-cent share of 
the nighttime audience in the face of 





2. Average Number of Stations 
Received and Viewed Per Week In 
17 Independent Station Markets 





Network Stations 
Independent Stations 
All Stations 


can view do view 
3.0 2.6 
2.2 1.4 
5.2 4.0 








Source: ARB, Nov. 1959 
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3. New York and Los Angeles Independents 
% of Total Weekly Program Time and Audience* | 
By Program Type (Jan.-March 1960) 








Movies 

30-minute syndicated 
Children’s shows 
Sports 

News 

Miscellaneous 


time audience 
45% 31% 
15% 18% 
17% 32% 

6% 8% 

3% 3% 
14% 8% 








Source: ARB, sign-on to sign-off Sun.-Sat. *Total rating points 


full three-network competition. 
Illustrating the fact that an in- 
creased number of independents in 
a market does not automatically 
guarantee increased audience-share 
figures is the Seattle-Tacoma mar- 
ket. Here, two independent stations 
divide a 6.7 share of audience—a 


lack of metro-area ratings) can be 
seen in figure 1. 

Daytime strength of the indepen- 
dent stations is usually greater and 
attracts a larger share of audience 
than at nighttime. The reason for 
such increase is that the stations are 
not competing with the full weight of 


competitors in that it does not bene- 
fit from any strong lead-in program- 
ming during these hours. Viewers 
awaiting a particular network show, 
or having been tuned to a previous 
program, are more than likely to re- 
main with the network channel un- 
less they are made specifically aware 
of another station’s offerings. 

For a network outlet, it is com- 
paratively easy to inform viewers of 
future network programs. Numerous 
promotional spots on the air, cross- 
plugs, “stay tuned for . . .” an- 
nouncements, newspaper and maga- 
zine features on tv stars—they all 
help to attract viewers to the network 
shows. And much of the expense in- 
volved is absorbed by the network. 
The independent station, on the other 
hand, must handle all its promotion 
singlehandedly and at its own ex- 
pense. 

Still, working with newspaper 
mats, display pieces and film clips 
furnished by program sources, and 
with an active promotion man on its 
staff, the independent can build an 
audience. The proof lies in the fact 
that in the 17 markets listed in figure 





| 4. Unduplicated Weekly and Monthly Ratings 
of 6, 9 and 12 Spot Plans on WNEW-TV, New York 





Announcements Per Week 
Average Frequency 
Unduplicated Rating 





one week 

6 9 12 
1.3 1.4 1.5 
31.1 35.8 


25.1 


Weekly Cost of above: 6 Plan—$1,734 9 Plan—$2,484 12 Plan—$3,156 


four weeks 

6 9 12 
2.0 2.4 2.6 
64.8 73.4 83.4 





Source: Nielsen, NSI special tabulations 


figure only slightly above those of 
5.7 reached by the single non-net- 
work outlet in Indianapolis, 5.1 for a 
Denver station and 5.0 for a Hartford 
uhf channel. Programming, personali- 
ties and promotion obviously play a 
part in attracting an independent’s 
audience just as they attract viewers 
to network carriers. Variations in 
independents’ strength in 17 markets 
(Manchester, N. H., omitted due to 


network programming at all hours. 
During such periods as 9-10 a.m. and 
5-6 p.m., when there is no network 
activity, the independent station finds 
itself on relatively equal footing with 
other outlets in the market. (All sta- 
tions endeavor to obtain viewers with 
local programs, syndicated or fea- 
ture-film fare.) The position of the 
non-network station cannot be con- 
sidered exactly equal to that of its 


1 the average home can view 5.2 
different stations but actually watches 
4.0 stations during a one-week 
period; of these, 2.6 are network- 
affiliated and 1.4 are independent 
(figure 2). 

While heavy promotion and pub- 
licity are virtual necessities for any 
independent station endeavoring to 
combat successfully the network out- 


(Continued on page 72) 
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Color 


joins the 
team 


172 baseball games, 
telecast in tint, give 
sport new dimension, 


win enthusiastic fans 





nly a few years ago, it seems, 
Ring Lardner, F.P.A. and others 

were weaving amusing tales of base- 
ball players fresh from watering 
places such as Sangamore Crick and 
Poplar Bluff. These were the unedu- 
cated and semi-literate fastballers 
who could readily be sent by their 
horseplaying teammates to “get a few 
nails for the batter’s box” or “find me 
a left-handed bat.” These were the 
players with the strange and exciting 
names—Rube, Dizzy, Bull, Rabbit, 


Shoeless Joe and the rest. 


The plaintive cry is often heard 
from sportswriters today—in this era 
of farm clubs, high-school and col- 
lege “bonus babies” and businessmen- 
ballplayers who pay more attention 
to the fine print in their contracts 
than they do to learning how to lay 
down a bunt—that baseball is less 
colorful than it was yesterday. But. 
from the viewpoint of several hundred 
thousand ball fans watching tele- 
vised games this season, baseball is 
not only more colorful than ever, but 
it’s one of the most enjoyable presenta- 
tions color tv can offer. 

Take an “unsolicited testimonial” 
from J. V. Driskell of Carrollton, Ky., 
to WLW-T Cincinnati: “This is to con- 
gratulate you on the great success of 


the first local color baseball game you 


televised the other evening . . . and 


Pre-game set-up for Boston first-base camera 


to thank you for inaugurating this par- 
ticular series. When a new or spectac- 
ular program such as the ball game 
comes along, I want to get up on a 
soap box... .” 

Or take these words from a news- 
paper critic: “Any of those who had 
a chance to see the Reds-Giant game 
Monday night in color were fortu- 
nate.” Or these words: “The world 
premiere of night baseball in color on 
tv was another noteworthy first.” Or 
more and more, all testifying to the 
“naturalness” of green outfields, white 
foul lines, blue-suited umpires and 
earth-toned basepaths. 


World Series 


Color ballcasts in themselves are 
not entirely new to large segments of 
the national audience. In 1955 NBC- 
TV tinted the World Series, color- 
casting all seven games from Yankee 
Stadium and Ebbets Field in New 
York. In 1957 and 1958 the Series 
games played at Yankee Stadium 
alone were shown in color. In 1959, 
however, the addition of a second mo- 
bile color unit to the network’s facili- 
ties made it possible to colorcast all 
six games from Los Angeles and Chi- 
cago. Future Series are virtual cer- 
tainties for full-color coverage, said 
an NBC spokesman noting that space 
and electrical facilities currently per- 


Cincinnati sportscasters add local color, too 


mit tint remotes from 15 of the 16 
major-league parks. 

In addition to the World Series, 
this year’s second All-Star Game was 
fed in color to the NBC-TV affiliates. 
The network also provides tint-casts 
of contests in the Game of the Week 
series that originate in Boston. 

But it is the great variety and num- 
ber of color ball games on the local 
level that is stirring viewer interest, 
generating station publicity and ap- 
proval and helping to move color sets 
from dealer showrooms. 

From a standpoint of quantity, 
wecn-Tv Chicago leads the color base- 
ball parade this season with a sched- 
ule of 120 daytime home games of 
both the: Cubs and the White Sox. 
Originating points are Comiskey Park 
and Wrigley Field. 

Both wHpH-Tv Boston and WLWw-T 
Cincinnati are telecasting an identi- 
cal number—26—of ball games in 
color during the regular schedule, with 
an important adjunct being the fact 
that about one-third of the telecasts 
are of night games. (Only recently 
with the development of low-light- 
level, highly sensitive color tubes by 
General Electric, in cooperation with 
the Crosley Broadcasting Corp., and 
by RCA—did it become possible to 
carry night games in color under nor- 
mal lighting conditions. ) 
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Televising night baseball in tint is 
considerably easier than handling 
daytime games, agree officials of both 
the Boston and Cincinnati stations. 
Director of tv Les Arries at WHDH-TV 
notes, “You don’t have the problem 
of sunshine and shadow at night that 
you have in the daylight. The light 
source is steady and more depend- 
able, making the pick-up technically 
more simple. Even in daytime, how- 
ever, we have found color originations 
are easier than black-and-white for 
the reason that our color equipment 
in the control truck has a video 
shader with an automatic iris control. 
This assures an accurate and high- 
quality picture at all times. Formerly, 
our black-and-white cameras were 
‘pre-set’ for iris control before game 
time and rarely adjusted during the 
telecast.” 


Light Stability 


Howard Lepple, chief engineer for 
Crosley, pointed out that the stability 
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Field camera swivels for live commercials 


of nighttime lighting made for easier 
broadcasting and that neutral density 
filters have to be used in daylight to 
cut down the light reaching the new 
tubes. On daylight color, an NBC 
technician stated that engineering 
problems are simpler if the sky is 
overcast, thus reducing the strong 
whites and deep shadows to be found 
on sunny days. Fewer difficulties were 
noticed during the recent All-Star 
Game colorcast than in previous 
World Series games, due to the fact 
that the lengthening shadows of Sep- 
tember afternoons were not present 
at All-Star time. 

The number and positions of color 
cameras required to cover the ball 
games sufficiently vary from station to 
station. WLW-T Cincinnati works with 
three units, two of which are behind 
home plate and the third behind first 
base. Having two cameras in back of 
the plate, says the station, insures 
against failure of one of them, “al- 
though this has never happened.” 


In Boston WHDH-TV also has two 
cameras behind the plate, another at 
first base and a fourth in the center- 
field stands. Before positioning the 
center-field camera, the channel 5 en- 
gineers had worries about originating 
a signal and feeding it through more 
than 1,000 feet of cable required, but 
the installation was a complete success, 

Chicago’s WGN-TV operates with two 
behind-the-plate cameras in Comiskey 
Park, but only one in Wrigley Field. 
With four cameras at each stadium, 
Comiskey Park gets one in the an- 
nouncers’ booth and one in center 
field, while the Wrigley diamond gets 
two on a ramp beneath the second 
tier along the third base line and one 
center-field unit. 


Up to Five 
NBC-TV, incidentally, which has 


used as many as five cameras to cover 
World Series games, placed four units 
on the mezzanine level of Yankee 
Stadium for the recent All-Star Game 





colorcast. Two cameras were behind 
home plate and a third and fourth 
were at first base and third base, re- 
spectively. 

The same cameras used to cover the 
ballfield from the announcers’ booth 
or home-plate areas are pivoted to per- 
mit the sportscasters to handle live 
color commercials. None of the sta- 
tions is charging its advertisers an 
extra fee for color this season; and, 
while local advertisers benefit from 
announcements delivered live in tint 
by the sports personalities, national 
advertisers such as Colgate-Palmolive 
on the Crosley line-up of stations pro- 
vide only black-and-white film com- 
mercials. 

With experience in b-&-w telecast- 
ing of baseball, the stations had only 
minor problems to overcome when 
converting to color. Chief among these 
was the matter of camera mobility. 
Mobility in this sense refers not to 
dollying the heavy color units about, 

(Continued on page 74) 


Twin WGN-TV lenses cover infield, outfield 








Dry cleaners and laundries 
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he $3-billion dry-cleaning and 
laundry industry is fighting— 
and apparently winning—an uphill 
battle against home laundries, “wash- 
and wear” and miracle fabrics that 
allegedly need little 


pressing. 


cleaning or 


Plagued for years with price wars, 
limited production budgets and out- 
of-date advertising methods, clean- 
ers and launderers are learning to 
emphasize quality rather than price 
and to use the more modern and 
effective medium—television. 

While only a relatively few dry 
cleaners and launderers have tried 
tv, those who have are getting re- 
sults which promise a growing in- 
terest among the more reluctant. 
Some of the bigger companies, like 
Sanitone, have prepared tv films for 
their franchise holders which explain 
the methods used by Sanitone clean- 
ers and show prospective customers 
why it pays to get quality cleaning. 

Du Pont has twice shown a film 
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on its Du Pont Show of the Month 
explaining the advantages of its syn- 
thetic cloths and how they should 
be cleaned and pressed. 

Television’s big for 
cleaners and launderers is that it can 
show, as well as tell about, methods 
used, special services and modern 
equipment. It is not surprising that 
television is getting a growing share 
of the $75 million which American 
dry cleaners and launderers are esti- 


advantage 


mated to be spending annually for 
promotion, 


Superior Job 

“Of all media we have used—news- 
papers, streamers, store displays, etc. 
—we feel that television, even though 
costs are initially higher, has done 
a far superior job of promotion 
selling for us than the others com- 
bined. We wouldn’t be without it.” 

That of Gene 
Nicolais, sales ‘manager of Spotless 


His 


is the statement 


Cleaners, Inc., of Scranton. 
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company uses slides and film clips 
in its regular weekly announcements 
the Saturday (11:15 p.m.) 
weather show on WDAU-TV Scranton. 

The regular weekly show features 
forecasts and summaries of weather 
for the Scranton area. 


on 


Wins Customers 
Television has helped Drive-In 
Cleaners, Medford, Ore., win back 
had 


wash-and-wear shirts and suits. 


customers who been lost to 


Using one-minute spots on KBES-TV 
Medford, Abe 


Drive-In Cleaners, 


Gresset, owner of 
started in 1958 
featuring live commercials which il- 
lustrate the difference in appearance 
of wash-and-wear clothing as com- 
pared with that finished in his es- 
tablishment. 

“We have to show the people that 
we can do a better job with wash-and- 
wear than they can,” says Mr. Gres- 
set. In one commercial an announcer 


in a wrinkled wash-and-wear suit 
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says: “I want to tell the folks the 
real cheap way to keep clothes up. 
Be like me, and just throw them in 
the washing machine, dry them and 
wear them like they are. Of course, 
they’re a little messy, but who cares?” 
A second announcer says: “That’s 
one way to do it. You can wash and 
wear if you don’t care. Or, if you 
do care, you can send those clothes 
to a professional dry cleaner. He'll do 
the job right to leave the clothes look- 
ing even better than new.” 

Other commercials follow a simi- 
lar theme. The campaign has con- 
tinued on KBES-TV. This year Drive-In 
is co-sponsoring the Ziv-UA program, 
Tales of the Vikings (6:30-7 p.m., 
Mon.), on KBES-TV and has added 
KOTI-TvV Klamath Falls to the cam- 
paign to promote its new plant in 
that city. Annual budget is approxi- 
mately $3,500. 


Gains One-Third 


“Business has increased about 33 





i 


Problem of 
making housewives 
aware of many 
services answered 


best by tv 


per cent” through the use of tele- 
vision participations, says George 
Shrago, manager-owner of My Fa- 
vorite Cleaners, Sioux City, Iowa. 

Since placing an advertising cam- 
paign on KTIv-Tv Sioux City My 
Favorite Cleaners has been “en- 
couraged with its advertising results” 
and plans to continue the campaign. 

In the belief that any campaign 
must occasionally be reappraised and 
revised, Mr. Shrago has used weather 
news, a late movie, a Sunday weather- 
news-sports show and various com- 
binations of the three. All of his 
participations have been on local 
shows. My 
erates nine locations in the Sioux 
City area. Annual budget is about 
$6,000. 


Favorite Cleaners op- 


Personal Service 
Development of a personal-service 
director who, through television, can 
be put right in the homes of the cus- 
(Continued on page 44) 


Selling With Tv 


Adelman & Associates, Milwaukee. 
Oliver Adelman, owner; Carter Thork, ad- 
vertising manager. Sponsors the news on 
wtMJ-tv Milwaukee (10-10:10 p.m., Sun.) 
on a 52-week basis. “This program is doing 
a real good job for us,” says Mr. Thork. 
Annual budget: $23,400. 


American Laundry & Cleaners, 
Grand Rapids, John P. Otte Jr., presi- 
dent; Charles F. Johnson Adv., agency. 
Using a minute spot weekly (11:15 p.m., 
Mon.) on woop-tv Grand Rapids, the 
laundry emphasizes its rug-cleaning serv- 
ices in its television advertising. Uses 
newspaper and radio in addition to 52- 
week tv schedule. Annual budget: $3,000. 


Arcade Sunshine, Washington. M. 
Belmont Ver Standig Adv., agency; Mrs. 
Helen Ver Standig, account executive. Now 
in its third year as an advertiser on WRC-TV 
Washington, Arcade-Sunshine uses only 
10-second ID’s in AA and A time periods. 
Film or slides with booth announcer 
are used, the latter mostly for cleaning 
specials. 


Bergmann’s Laundry, Washington. 
Courtland D. 
Miss Nan Hannum, account executive. 
With a history of six years continuous 
use of television on wrc-tv Washingtor., 
this major capital laundry uses 10-second 
ID’s in AA and A time exclusively. Ani- 
mated film or slides with booth announcer 
are used for the most part. 


Ferguson Adv., agency; 


Domestic Laundry & Cleaners, 
Panama City, Fla. Foster Kruse, owner- 
manager. “A weather report is a good at- 
tention-getter,” says Mr. Kruse. “Since 
we have a floating population in this trade 
area, we use three spot announcements 
weekly to let the people know who we 
are and where we are. We feel this 
medium of advertising has been helpful 
in telling our story to a large group.” 
The firm uses the spots in Five Minutes 
of Weather (6:10 p.m. Mon.-Fri.) on 
wJHG-TV Panama City. Annual budget: 
$1,000. 


French Unique Cleaners, Alexandria. 
Tom Mathews, owner. Uses sports shows 
in season, usually for a 13-week period 
on KALB-TV Alexandria. Institutional an- 
nouncements are used. Campaigns total 


about $1,200 each. 


Idaho Laundry, Boise. Bob Magstadt 
and Park Tyler, co-managers. Advertising 
“a shirt laundered free if returned with 
a button missing,” Idaho Laundry uses 
three ID’s per week the year round on 
KTvB Boise. Says the advertiser: “This ad 
has done more to increase our business 
than anything since we added our new 


(Continued on page 43) 
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eo battle for the automo- 


ticularly the television dollar, has 
been mounted by television station 
representatives in the past few months. 

In 1959 an estimated $200 million 
was spent in automobile advertising. 
With the vastly expanded number of 
lines caused by the invasion of the 
American market by foreign makes 
and by the expansion of domestic 
makes to include the compacts, the 
total may be even greater this year. 
Network television is expected to 
claim around $80 million in 1960, as 
compared to about half that much 
in 1959. While spot totals may come 
to a higher figure than the $12 million 
estimated by the Television Bureau of 
Advertising for 1959, present trends 
seem to indicate it will still be only 
15 to 20 per cent of the network fig- 
ure. 

This is a situation long deplored 
by many in television, including par- 
ticularly stations which depend on 
spot for the biggest portion of their 
revenue, and station representatives, 
for whom spot is their stock in trade. 

Several of these representatives 
have prepared research indicating the 
advantages of national spot television 
as an automobile salesman. One of 
the most recent and aggressive is cur- 


bile advertising dollar, and par- 





Spot way 
to car sales 


Detroiters shown how 
flexible medium 
can outmaneuver network 


to merchandise models 


rently being shown to major Detroit 
manufacturers by the Katz Agency, 
under the direction of Halsey Barrett, 
director of tv sales development, and 
William W. Joyce, Katz manager in 
the Motor City. 

Pointing out that over half of U. S. 
cars, or nearly 27 million, are five 
years old or older and that U. S. dis- 
posable income is climbing higher 
and higher, the representative firm 
cites the opportunity for aggressive 
salesmanship. 


Recall Low 


New makes and models have tended 
to befuddle the public as to individual 
features, they say. Last December only 
17 per cent of the male heads of house- 
holds could name all five American- 
made compacts. More than 38 per cent 
were unable to recall the names of 
three of the five, and more than 10 
per cent couldn’t name even one 
brand. These facts were revealed in 
a special Pulse study for TvAR. 

“How many Americans still reply 
that ‘Comet’ is a household cleanser ?” 
Mr. Barrett asks the Detroit manufac- 
turers. Listing the features of each 
car as he speaks to the company ex- 
ecutives, he points out that it is selling 
these features that sells the car. The 
need for a powerful advertising vehi- 





cle that will impress these features on 
the prospect’s mind, that will reach 
a broad audience and make a frequent 
sales impression, is emphasized. 

Research shows that 74 per cent of 
all new-car buyers indicate they have 
the make pre-selected before they visit 
a dealer. Furthermore, new-car buyers 
rarely change their decision in the 
course of shopping. At the same time, 
only 17 per cent of new-car buyers 
are being reached by a dealer or sales- 
man at a time when the decision to 
buy a new car can be “triggered.” The 
other 83 per cent report that their 
visits to a dealership are not connected 
with any recent dealer or salesman 
contact. 

Why is television so powerful in 
motivating people to buy? It alone, 
of all media, has access to 90 per cent 
of our avenue to knowledge. Labora- 
tory study has shown that, of the five 
senses, people are motivated 25 per 
cent by the ear, 65 per cent by the 
eye and only 10 per cent by taste, 
touch and smell. Tv alone reaches both 
the eye and ear of the prospect. 

Pitching straight at the advantages 
of spot tv over network, the repre- 
sentatives point to the fact that it is 
growing faster than network, that the 
casualty rate of network shows in the 
1959-60 season was 61 per cent, and 
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In the Katz survey, maps prepared for each make empha 





ven buy 


that 


rati 
30. 


and 
pre: 
net 
witl 


ing 


con 


I 
are 
abo 
in s 
pha 
mo: 
ave 
whe 
the 

7 
Sev' 
of t 
pro 
one 
pro 
yet 
sha 
Ole 

I 


sin 












nt 


1e, 
nt 


ve 
er 
he 
te, 


th 


that the average network program 
rating is 18.6 per cent, with only three 
per cent achieving a mark as high as 
30. 

Admitting network has immense 
and efficient national coverage, the 
presentation points to the fact that 
network pressure is spread uniformly 
without regard to individual market- 
ing problems. Spot, on the other hand, 
is flexible and can be related to each 
company’s needs. 


Spot Meets Needs 


Here each make of auto’s problems 
are studied. Maps showing states 
above and below the national average 
in sales for the American makes em- 
phasize how the company can place 
more spot in weak states to bring the 
average up, or concentrate in states 
where there is already a trend toward 
their automobile. 

Taking Oldsmobile as an example, 
seven states provide more than half 
of the company’s U. S. sales, 12 states 
provide over 67 per cent. California is 
one of the seven states that together 
provided over half of the total, and 
yet in 1959 the California Oldsmobile 
share was 24 per cent less than the 
Olds’ national percentage. 

Here is an opportunity for spot, 
since California statistics show that 





stations in six markets can reach 98 
per cent of the tv homes in the state. 
This is a gross coverage of 4.3 million 
tv homes located in an area where 
98 per cent of the state’s automotive 
sales are made. Los Angeles is the 
first ranking automotive sales market 
in the U. S., according to the 1958 
U. S. Census of Retail Business. “Can 
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In California, for instance .. . 


Oldsmobile,” the presentation asks, 
“afford to put all its television eggs 
in a network basket and, using, say, 
Gunsmoke, miss over 66 per cent of 
metropolitan Los Angeles homes per 
week? Miss over 38 per cent of metro- 
politan Los Angeles homes per 
month? Total an average of only 2.2 
tv sales calls per month in just those 
homes reached ?” 

In New York, admittedly a tougher 
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SUB PAR STATES 











automobile market than Los Angeles, 
Oldsmobile bought four announce- 
ments on one station in two days and 
in so doing made 10 million sales calls 
to over six million different people. 
Estimating the cost at $6,000, this 
made the cost per thousand different 
families $2.07 and the cost per thou- 
sand total family tv sales calls $1.30. 
Oldsmobile is estimated to have 
sold 27,529 units in California last 
year at an advertising cost of $40 per 
car, which would make the state’s 
share of the Olds ad budget $1.1 mil- 
lion. If less than half this amount, 
$500,000, were spent in six California 
markets—Los Angeles, San Francisco, 
Sacramento, San Diego, Fresno and 
Bakersfield—on a pro-rated basis the 
impact would be greater. As an ex- 
ample, in Los Angeles, with half the 
pro-rated budget, Oldsmobile would 
make 4,247,600 tv calls weekly for 
half the year and 2,123,800 tv calls 
weekly the other half, as compared to 
a total of 2,499,300 tv calls weekly if 
it sponsored the top-rated Gunsmoke. 
Summing up, spot gives the sales 
impact of sight, sound, demonstration 
sales calls in nearly all homes, with a 
frequency of call sufficient to impress 
and sell the public on Oldsmobile’s 
beauty and features at a realistic cost. 
(Continued on page 73) 
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Newsfront 


than the number-one network show, 

This “superior efficiency” is rein- 
forced by a section on the “self-re- 
fining characteristic” of the medium. 
The handbook points out that, when 
an advertiser places a schedule on a 
station in a multi-station market, the 
competition and their representatives 
automatically become guardians of 
the quality of the buy. 


Salvaging Slumps 

With the advent of September 
heralding the start of a new season 
for both networks and advertisers, 
“Grey Matter,” the monthly business 
letter of Grey Advertising Agency, 
Inc., took stock of the entire “seasonal 
selling” situation to point out that in 
many companies an off-season slump 
is the firm’s own fault. 

A quick, but not permanent, remedy 
for poor sales during a slow season, 
says the publication, is an all-out, 
drum-beating effort. Continual use of 
the “shot-in-the-arm” technique, how- 
ever, can immunize the prospective 
purchaser to further efforts. 

Spadework for sound and long- 
lasting “cures,” consists of a careful 
study of the consumer’s attitude to- 
ward the product. Is consumer de- 
mand actually seasonal, or is it mere- 
ly thought to be seasonal because 
sales drop off in certain periods when 
everyone else is talking “slack 
season” ? 

An example cited is that of the 
Nestle Co., which noted a drop in 
factory sales on its cookie mixes in 
the summer—a period that research 
showed was high in home cookie- 
baking. Buying, while holding strong 
at a retail level, was not being carried 
back to the factory. The solution lay 
in educating the retailer to replace 
depleted stocks quickly or to order in 
advance of—and throughout—the 
heavy selling season. 

Other factors—such as the point 
that suburban shoppers buy merchan- 
dise closer to the actual time of use 
than do urban shoppers—must be as- 
certained in relation to specific 
products. 


Geographic factors play an im- 


(Continued on page 76) 
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Film Report 


AMOCO’S EXIT 


Why did American Oil Co. drop 
out of syndication this year, after 
what is understood to be a successful 
experience with the medium? 

The answer, paradoxically enough, 
contains an unqualified endorsement 
of the market-by-market use of tele- 
vision, and a criticism of the product 
available. Says John B. Goodman, 
manager, advertising and sales pro- 
motion: “There were a lot of plusses 
syndication offered us,” and he notes 
program identification, advertising 
tie-ins, promotional tie-ins and per- 
sonal appearances of the stars. 

“We received high ratings, and our 
agency experienced no difficulty get- 
ting time slots that were suitable. This 
however, did require constant and 
hard work on the part of the media 
department, and we did some shifting 
around on time slots until we got the 


ones we wanted.” 

The advertiser has since shifted to 
news, weather, sports and announce- 
ment schedules (following a 60-mar- 
ket spread with CBS Films’ U. S. 
Border Patrol). What happened? 
Says Mr. Goodman: 


“We probably would have re- 
mained in syndication if we had 
found a good property, but such, 
unfortunately, was not the case.” 
Amoco’s agency is Joseph Katz Co. 


FEATURES AND WINDMILLS 
Union agreements undoubtedly 
paved the way toward tv release of 
post-’48 movies, but a new, and per- 
haps less truculent attitude on the 
part of theatre owners contributed to 
the decisions to release new product. 
An example of this new attitude, at- 
tributed to a Theatre Owners of 
America spokesman, is quoted (and 
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B” Journey, in syndication less 
than a year following a success- 
ful three-year run over ABC-TV for 
the Ralston-Purina Co., has proved to 
be a useful vehicle for many local and 
regional advertisers. One of these, the 
Washington State Dairy Products 
Commission, recently offered a five- 
point endorsement of the show, which 
it sponsors over KOMO-TV Seattle. 

According to Fred Olsen, treasurer 
and general manager, “we bought the 
Bold Journey television show for the 
reasons that, first, it was a proper pro- 
gram for us to be associated with. 
Second, it lent itself well to our prod- 
ucts. Third, the audience makeup was 
right. Fourth, it was available in the 
Seattle and Yakima markets, and 
filth, past performance ratings justi- 
fied the cost. 

“As the season progressed the rat- 
ing services indicated audiences be- 
yond our expectations. These ratings 
have continued to hold up and we 
will be giving serious consideration 
to continuing the show next year in 
an expanded number of Washington 
markets.” 

It is interesting to note that ratings 


Washington State Dairy Products 





are higher than the network run in 
the Seattle market. A recent Amer- 
ican Research Bureau report award- 
ed the show a 33.8 rating, making it 
the top syndicated series in that mar- 
ket. In Bay City-Flint-Saginaw (over 
WNEM-TV), the series received a 37.8 
ARB. In the seven-station New York 
market, over wP!x, ARB gave it a 6.4, 
which beat all independents in its time 
slot. 

Distributed by Banner Films, Inc., 
Bold Journey is currently aired in 
more than 25 markets. The adven- 
ture-travel program was produced 


by Jack Douglas TAFCO. 


denounced) in a recent issue of Har- 
rison’s Reports: “It is inevitable that 
some of these pictures will be re- 
leased sooner or later. As long as 
there is no dumping—and we think 
that distributors learned their lesson 
in 1956 and 1957—we feel that we 
would do better to spend our time 
and energy selling tickets than tilting 
against windmills.” 


FEATURE INCOME 

MGM will garner a minimum of 
$58 million from sale and rentals of 
its pre-1948 feature pictures and 
shorts to television, Joseph R. Vogel, 
president of the studio, has told a 
meeting of Los Angeles security 
analysts. Mr. Vogel breaks down the 
figure as follows: $34 million already 
received; $24 million in signed con- 
tracts through the next three years. 
Most of this revenue is earmarked for 
studio expansion in the tv field, ac- 
cording to Mr. Vogel, who foresees 
the possibility of change in the en- 
tire pattern of the medium. Partly 
as a result, MGM post-48 pictures 
will not be placed on the market “for 
some time.” The company is also 
working on its own pay-tv system in 
conjunction with an electronics firm. 


MORE NEW FIRMS 

Several new producing and dis- 
tributing companies have been estab- 
lished in the past several weeks, in- 
dicating that the business has not be- 
come as restricted as some trendsters 
have suggested. Some of the more 
recent developments: 

Television Artists Producers Corp. 
has been- formed by Edward Small 
and Bruce Eells. Mr. Small will func- 
tion as president and Mr. Eells as 
vice president of the new firm which 
will finance and package new tv prop- 
erties. Mr. Small and Mr. Eells (who 
resigned as a television executive of 
UA to assume his new position), 
were previously associated together 
in TPA. 

Television Enterprises Corp. has 
been incorporated by Harold Gold- 
man, until recently a vice-president of 


NTA, as a new firm for the produc- 






August 22, 1960, Television Age 35 





Advertising Directory of 


SELLING COMMERCIALS 





Campbell-Taggart © Bell Art Adv. 





Max Factor Foreign Advertising 





TELEPIX CORP., Hollywood 








Max Factor International © James Lovick & Co. 





KTTV TAPE PRODUCTIONS, Hollywood 











LARS CALONIUS PRODUCTIONS, INC., New York 





Food Manufacturers * Ted Bates & Co., Inc. 





KLAEGER FILM PRODUCTIONS, INC., New York 








Eagle Pencil Co. © Shaller-Rubin Co. 





WILBUR STREECH PRODUCTIONS, INC.. New York 














General Cigar ‘‘Van Dyke’’ * Young & Rubicam 


GRAY-O'REILLY STUDIOS, INC., New York 
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| 126 for the comparative periods. 


tion and distribution of tv series. Mr, 
Goldman, who will headquarter in 
Hollywood, expects to open Chicago 
and New York offices for his company 
in the near future. The company ex- 
pects to concentrate on new product 
in both the film and tape areas. 

Mirisch Telefilms, Inc., has been 
organized by Harold, Marvin and 
Walter Mirisch for the development, 
production and sale of tv properties. 
First program on the slate is Peter 
Loves Mary, being produced in con- 
junction with Four Star; while a pre- 
vious series, Wichita Town, starring 
Joel McCrea, will be made available 
for rerun sale. 

Americom Corp. has been formed 
by Frederick Hyman, formerly vice 
president and secretary of United 
Artists Associated. Americom has 
the exclusive world-wide license of 
“Ameridisc,” a  paper-thin vinyl 
record said to have applications in the 
packaging, sales promotion and ad- 
vertising specialty fields. 


STOCKS... 

Four Star Television has filed a 
financial statement with the Security 
and Exchange Commission in prepa- 
ration for placing 120,000 shares of 
its common stock on public sale. This 
would constitute 20 per cent of the 
shares outstanding. All stock is pres- 
ently owned by Dick Powell, David 
Niven, Charles Boyer, and Thomas J. 
McDermott. The move is intended to 
place the company, which has ex- 
panded tremendously during the past 
two years and is now one of the 
largest independent telefilm producers 
in Hollywood, in a more favorable 
position in regard to financing its 
series. Similar moves have been made 
in the last few years by Desilu, MCA 
and other producing companies. 

Net profit of Walt Disney produc- 
tions for the nine-month period end- 
ing in June plummeted to $323,151, 
as compared to $2,366,497 for the 
similar period last year, according to 
Roy O. Disney, president of the com- 
pany. Loss of television revenues, 
which dropped by $4,946,044, prin- 
cipally due to the studio’s differences 
with ABC-TV, accounted for approxi- 
mately half the drop in gross reve- 


nues, from $39,363,156 to $30,648,- 
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PERSONNEL ... ; 





















































in With the establishment of Eliot | Advertising Directory of 
ago Hyman’s Seven Arts Productions, a 
any number of personnel changes have oc- SELLING COMMERCIALS 
ex- curred at Associated Artists Produc- 
luct tions, which he once headed. Erwin 
H. Ezzes, vice president of Matty 
een Fox’s Television Industries, Inc., has | 
and joined UAA as executive vice presi- General Mills © Dancer-Fitzgerald-Sample, Inc. The Los Angeles Times * Donahue & Coe, Inc. 
ent, dent. Herb Richek, UAA’s director of 
ties. operations, has resigned that post to 
eter join Seven Arts in a similar capacity. 
con- Martin J. Robinson fills the vacancy 
pre- left by Mr. Ezzes at Television Indus- 
ring tries. He has been appointed vice 
able president and a director, retaining 





his positions as vice president of C & 





med C Films, Inc., a subsidiary, and of RAY FAVATA PRODUCTIONS, INC., New York PANTOMIME PICTURES, INC., Hollywood 
vice Western Television, a division of Tele- 

ited vision Industries. 

has Herman Keld has been appointed 

> of director of television research for Golden Tulip Potato Chips * Phillips-Ramsey, Inc. NW Mutual © Miller-Mackay-Hoeck & Hartung 
inyl MGM. Previously, Mr. Keld was | 





the supervisor of ratings analysis with | (iolden Tulip NORTHWESTERN 
ad- NBC-TV and before that was with nde nt Hay Same 
NBC Spot Sales and CBS-TV re- Sy 
search. . . . Oliver Barbour, vice * > 


president in charge of television pro- 











d & gramming at Benton & Bowles, has 

rity resigned. Mr. Barbour, who joined 

epa- the agency’s radio-tv department 13 ANIMATION, INC., Hollywood RAY PATIN PRODUCTIONS, Los Angeles 

s of years ago, will announce his future 

This plans after a short vacation. : 
the Harry S. Ackerman, vice president 

Tes and executive producer at Screen 

— Gems, has been elected president of lasinen Ceswtag ° 9. €. 5, 35. 

aS 


the National Academy of Television | 
d to Arts and Sciences. Mike Wallace was | 





















ex: elected executive vice president, Betty 

past Furness was elected secretary, and of 

the Louis F. Edelman, producer, was | ~ 4 
cers elected treasurer. 
able Jerry Franken has resigned as ad- Ay 
its vertising-publicity-promotion director _ adh pe 
nade of NTA and NT&T, effective as of the | PELICAN FILMS, INC., New York 
ACA time the company moves its head- | 

quarters back to New York. Mr. | 

duc- Franken states that he expects to re- 
end- main on the west coast to work in a Jenney Manufacturing Co. * Griswold-Eshleman Pontiac * MacManus, John & Adams, Inc. 
151, similar capacity. . . . Gene Wang, ! 

the writer and producer, has been signed | 
ig to by MGM-TV to develop new tv prop- 
rom- erties. 
1ues, Ed Simmons has been appointed by _| 
prin- Gomalco productions to create and | 
a write a new comedy series for George | ~ 
rOxl- Gobel, as well as to work on other | @ ; Se o 
reve- new properties to be produced by the | ANIMATION, INC., Hollywood WATIONAL SCREEN SERVICE CORP., New York 
48,- company. . . . Carl Jampel has been 











named an executive producer by | 
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Paramount Television Productions. 
. . . TCF-TV has appointed Tony 
Muto head of its newly formed re- 
search department. 


SALES... 

With a 27-market renewal from P. 
Ballantine & Sons, MCA TV has gone 
ahead with a second year of produc- 
tion on Shotgun Slade. Stations which 
recently renewed for a second year of 
the series include: WKRG-TV Mobile; 
KOOL-TV Phoenix; KcsJ-TvV Pueblo; 
KFsp-Tv San Diego; Kv1Q-Tv Eureka; 
Kvip-Tv Redding; KcRA-TV Sacra- 
mento; KBOI-TV Boise; KXLY-TV 
Spokane; KTNT-TV Tacoma; KTSM-TV 
El] Paso; Ksyp-Tv Wichita Falls, and 
WLw-a Atlanta. 

Ziv-UA reports that it has signed 
82 per cent of the top 50 markets for 
Case of the Dangerous Robin, new 
action series starring Rick Jason. In 
all, a total of 84 markets were sold 
in a recent sales drive. Brown & 
Williamson purchased the program 
for Detroit, Dallas, Los Angeles, New 
York, San Francisco, Philadelphia 
and Cincinnati. Other advertisers in- 
clude Trend House Furniture for 
Monroe, La., and Carling Brewing 
for Springfield, Ill. . . . ABC Films 
racked up more than $100,000 on 
John Gunther's High Road before the 
36-episode series had been publicly 
announced for syndication, the dis- 
tributor reports. 

California National Productions’ 
R.C.M.P., based on true adventures of 
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the Canadian Mounties, has been sold 
in more than 71 markets. Recent pur- 
chasers include the Westinghouse, 
Crosley, Transcontinent and Metro- 
politan station groups. . . . Inde- 
pendent Television Corp. reports that 
July was the biggest sales month in 
the company’s history. Its newest 
series, The Best of the Post, was sold 
in more than 70 markets in just three 
weeks of selling. Just about every 
program on ITC’s long roster was 
sold in at least several markets in 
that month. . . . Official Films’ Great- 
est Headlines of the Century was sold 
recently to KONA-TV Honolulu and to 
another four stations on the main- 
land. . . . wrop-Tv Washington has 
purchased 60 first-run Paramount 
features from MCA TV. 


COMMERCIAL CUES... 


UPA Pictures is instituting a profit 
sharing plan for all of its employees, 
as well as placing in effect a new 
insurance plan, Henry G. Saperstein, 
who recently acquired control of the 
company from Stephen Bosustow, its 
founder, has revealed. With 250 em- 
ployees now working on two enter- 
tainment tv series as well as theatrical 
cartoons and commercials, the firm 
is presently the largest in the anima- 
tion field. The new plans are being 
instituted as an inducement for car- 
toonists, who are traditionally itin- 
erant, to remain with the company 
on a long-term basis. 

Hanna-Barbera Productions has 
moved into its own studios in Bur- 
bank from the Screen Gems facilities 
in Hollywood at which, until recently; 
it headquartered. . . . Format Films 
has added layout artists Gerald 
Nevius and Ray Jacobs as layout 
artists. . . . Abe Levitow, former 
Warner Bros. animator-director, has 
joined UPA Pictures as associate 
producer and supervising director. 
Other new UPA personnel are writers 
Al Bertino, Dave Detiege and Dick 
Kinney, who will work on animated 
cartoon series. 


Pelican Films, Inc., specialist in 
animated commercials, has moved 
| into the live-action film field. Marc 
| T. Statler, executive producer at 
| Elliot, Unger & Elliot, has been ap- 


| pointed vice president in charge of 





MR. STATLER 


Pelican’s motion picture production 
to spearhead the move. Animation 
directors and designers will work di- 
rectly with Mr. Statler, says Joe 
Dunford, Pelican president, to assure 
production of imaginative live action 
commercials. . . . Music Makers, Inc., 
has moved into its new quarters at 6-8 
West 57th St. in New York. 

Malcolm Scott has been appointed 
director of industrial film sales for 
MGM.-TV. .. . Sarra, Inc., has named 
William A. Cornish to its sales and 
production staff in its tv film com- 
mercial department. . Bernard 
Block has joined Transfilm-Caravel, 
Inc., as production supervisor in its 
business programs and _ industrial 
shows division. . . . Neil Sessa has 
joined the television and industrial 
film division of National Screen 
Service Corp. as animation consultant 
and sales representative. He was 
formerly associated with Film Art 
Studio as animation director. 

Two southwest agencies have ex- 
panded their production departments. 
In El Paso, John Amodeo has been 
appointed radio-television production 
manager for White & Shuford. In 
Houston, Danny Kirk has been named 
director of radio and television for 
Goodwin, Dannenbaum, Littman and 
Wingfield, Inc. 


PROGRAMS... 

Hugh O’Brian TV Productions has 
been formed by the star of the Wyatt 
Earp series for the development of 
new television properties in conjunc- 
tion with ABC-TV. 

Screen Gems has added two new 
adventure pilots to its development 
schedule: Tangier, created by Fred- 
erick Brady, to be produced by the 
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team of Clarence Greene and Russell 
Rouse; and Macao, to be produced 
in conjunction with Todon Produc- 
tions, and which is expected to star 
David Janssen. 

In the developmental stage for 
other companies are: Good Time 
Charley, situation comedy to be pro- 
duced by Don Fedderson and starring 
Johnny Carson; Too Many Cooks, 
new situation comedy projected by 
CBS Films; The Protectors, projected 
George Raft detective drama, to be 
filmed by Arlington Productions, and 
The Big Wheel, Las Vegas-set adven- 
ture series (one of several in the 
works) being packaged by newly 
formed Elbrook Productions. 

kcop Los Angeles is taping for 
syndication a series of 130 five- 
minute segments of a new daytime 
comedy program, The Dayton Allen 
Show. The series will be syndicated 
by the Crosby-Brown distribution 
arm. 

Official Films will syndicate the 
new series of five-minute Spunky & 
Tadpole cartoons being produced by 
Marty Ross’s Beverly Hills Produc- 
tions. A total of 150 episodes will be 
available. Official is also distributing 
Sportfolio, a new one-minute sports 
series consisting of 260 films of great 
sports events. . . . Durham Telefilms 
will distribute the Bray library of 
cartoons, which have not been on the 
air in several years. In addition, the 
Bray Studios and Durham plan to 
produce at least 100 new color car- 
toons beginning early next year. 

Programs Sales, Inc., has signed a 
production and distribution contract 
for Bill Stern’s Portraits and Profiles. 
Initially, 130 episodes, five minutes 
in length, will be produced. Sports- 
caster Stern will appear in and nar- 
rate all of them. . . . Arnold Kane has 
joined Heritage Productions as pro- 
duction supervisor on Golf Tip of the 
Day and Magic Moment in Sports. 

Phoenix Film Studios has an- 
nounced plans for the construction 
near Phoenix of a $2 million studio 
for the production of theatrical and tv 
films. . . . Ziv-UA’s production costs 
for the upcoming season: more than 
$500,000 a week, which represents a 
22 per cent increase over last year’s 


expenditures. 





Pulse Top 10 Miscellaneous Shdins For May 





Rank Program 


2—Popeye UAA 


2—Quick Draw McGraw 





4—Woody Woodpecker) Kellogg 
5—Bozo the Clown | Jayark 
6—Race For Space Schwimmer 
7—Home Run Derby | Ziv-UA 
7—Looney Tunes | Guild 
9—I Search for 

Adventure Banner 
10—Bugs Bunny UAA 


‘Distributor 
1—Huckleberry Hound ‘Screen Gems 


\Screen Gems 





Film Commercials 


AMERICAN FILM PRODUCERS 


Completed: Esso Standard Oil Co. (Esso 
Extra gas), McCann-Erickson. 


FORMAT FILMS, INC. 


In production: International Shoe Co. 
(Poll Parrot, Red Goose shoes), Krupnick; 
Standard Oil Co. of Indiana, D’Arcy; J. A. 
Folger Co. (coffee), FRC&H; General 
Time Corp. (Westclox), BBDO; Max Fac- 
tor, Inc. (toiletries), Carson/Roberts/Inc. 


GRAY & O’REILLY 


In production: General Cigar Co. (White 
Owl), Y&R; Block Drug Co, (Omega Oil), 
Gumbinner; Block Drug Co. (Nytol), 
SSC&B; Remington Rand Div. (electric 
shaver), Y&R; 
(frozen ravioli), Smith-Greenland. 


HUNN, FRITZ, HENKIN 
PRODUCTIONS, INC. 


Completed: General Mills, Inc. 
sponges), D-F-S; Brillo Mfg. Co. (soap 
pads), JWT; Automobile Mfrs. Assoc. 
(same), C&W; Whitehall Labs. Div. of 
American Home Products (Duplexin), 
C&W; Dill Co. (Dapper spray starch), 
Ayer; Independent 
(Holsum bread), Long; Best Foods Co. 
(Nucoa), D-F-S; Nestle Co. ade Rey- 
nolds; J. A. Folger Co., C&W 


Roman Products Co. | 


(O-Celo | 


Bakers Cooperative | 





| 





National Viewers Per 100 Homes 


Wet'd Tuned In 


Average Men Women Teens Children 


15.2 | 52 57 17 114 
13.2 31 = 37 17 115 
13.2 | 49 56 16 11) 
12.0 41 57 15 106 
10.7 | 33 41 16 112 
9.8 73 =«87 14 27 
9.7 87 56 16 38 
9.7 14 4l 15 112 


95 | 53 61 16 67 
9.1 43 52 15 109 


In production: Sterling Products Interna- 
tional (Phillips Milk of Magnesia), direct; 
Texaco Co. (Havoline oil, Trinidad plant), 
C&W; Isodine Pharmacal Corp. (Nasa- 


laire), Brown & Butcher; Best Foods Co. 
(Mazola, NuSoft), D-F-S; General Foods 
Corp. (Sanka), McKim; Pharmaco, Inc. 


(Feen-a-mint), Ayer; Reynolds Metals Co. 
(aluminum), L&N; Shainbergs (dept. 
store), direct; Carling Brewing Co. (Red 
Cap ale), McKim; American Machine & 
Foundry Co., C&W. 


INTERLINGUAL INTER- 
NATIONAL, INC. 


Completed: 
soda), 


Pepsi-Cola Co. (Mirinda 
McCann-Erickson; P. Ballantine & 


musie! 
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Pulse Top 20 Syndicated Shows For May 


———. 


National| Viewers Per 100 Homes 


Wat'd 


1—Sea Hunt Ziv-UA 17.4 85 
2—Huckleberry Hound |Screen Gems 15.2 52 
3—Mike Hammer MCA 14.1 85 
t—Lock Up Ziv-UA 13.6 81 
5S—Death Valley Days U.S. Borax 13.5 73 
6—Popeye UAA 3.2 31 
6—Quick Draw McGraw Screen Gems, 13.2 19 
8—Border Patrol CBS 13.0 81 
9—Tombstone Territory) Ziv-UA 12.9 73 
10—Shoteun Slade MCA 12.4 77 
11—Grand Jury NTA 12.3 89 
12—Phil Silvers CBS 12.2 73 
12—San Francisco Beat CBS 12.2 82 
14—Rendezvous CBS 12.1 78 
15—Johnny Midnight MCA 12.0 87 
15—Three Stooges Screen Gems! 12.0 51 
15—Woody Woodpecker | Kellogg 12.0 1] 
8—Rescue Eight Screen Gems) 11.6 77 
19—U. S. Marshal NTA 11.5 79 
20—Gray Ghost CBS 11.0 71 


Pulse Top 10 Adventure Shows 


Tuned In 


94 15 
57 17 
87 12 
92 15 
79 16 
37 17 
56 16 
88 17 
79 16 
8 13 
9] 13 
75 8 
9] 16 
94 14 
93 13 
57 8 
57 15 
83 16 
85 1] 
75 17 


For May 


Distributor Average yen Women Teens Children 


32 
114 
18 
36 
67 
115 
111 
13 
57 
62 
29 
79 
27 
19 
8 
110 
106 


National! Viewers Per 100 Homes 


Wetd 
Rank Program 


1—Sea Hunt Ziv-UA | 17.4 85 
2—Border Patrol CBS | 130 | 81 
3—Rescue Eight Screen Gems| 11.6 77 
4—Coronado 9 MCA 10.9 87 
5—This Man Dawson Ziv-UA 10.8 75 
6—Four Just Men ITC 10.6 79 
7—Whirlybirds CBS | 104 | 6&4 
8—Pony Express CNP 10.3 69 
9—Interpol Calling ITC 9.4 79 
10—Not For Hire CNP 9.2 82 

MCA 9.2 80 


10—State Trooper 


Tuned In 
94. 15 
88 17 
83 16 
95 17 
85 16 
84 16 
68 17 
74 18 
93 9 
93 iS 
84 15 


Pulse Top 10 Mystery Shows For May 


~ |National Viewers Per ‘100 Homes 


Wat'd 
Rank Program 


1—Mike Hammer MCA 14.1 85 
2—San Francisco Beat CBS | 23 82 
3—Johnny Midnight MCA 12.0 87 
41—Manhunt Screen Gems} 10.4 84 
5-—Official Detective NTA Ta 84 
6—Decoy Official 6.6 8: 
6—Mr. District Attorney) Ziv-UA | 6.6 1] 
8—Badge 714 CNP ae 77 
9—Sherlock Holmes Guild 52 15 
10—Dial 999 Ziv-UA 1.6 83 


Tuned In 
87 12 
9] 16 
93 13 
92 15 
89 13 
93 16 
68 15 
9] 16 
62 1] 
9] 13 


Distributor Average Men Women Teens Children 


32 
43 
52 
39 
53 
54 
87 
79 

4 
19 
31 


Distributor Average Men Women Teens Children 


18 
27 

8 
31 
15 
53 
77 
53 
56 
22 
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Pulse Top 10 Western Shaws For May 





‘National | Viewers Per 100 Homes 





| Wet'd Tuned In 

Rank Program Distributor | Srenege | — a 
1—Death Valley Days |U.S.Borax| 13.5 | 73 «79 16 67 
2—Shotgun Slade | MCA 124 | 77 §8l 13 62 
3—U. S. Marshal NTA 11.5 79 8685 11] 9 
4—Trackdown CBS | 10.5 71 75 18 68 
5—Frontier CNP | 99 | 53 6 15 68 
6—Brave Stallion ITC 9.7 54 58 16 89 
6—26 Men ABC 97 | 39 4 15 95 

¢ —Hopalong Cassidy CNP 9.6 41 53 14 98. 
9—Man Without a Gun NTA 9.3 83 89 16 22 
10—Sheriff of Cochise NTA 8.9 ~ 6 OT2 17 68 
Son (beer), Esty; Ohio Art Co. (toys), Schlitz Brewing Co. (beer), JWT; Kellogg 
James Love; Genesee Valley Trust Co. Co. (cereals), Leo Burnett; Pillsbury Co. 
(bank), A.T.U. Productions. (cake mixes), Leo Burnett. 


In production: P. Ballantine & Son (beer), 
Esty; Pepsi-Cola Co. (soda), direct; Singer 
Sewing Machine Co., direct; Standard- 
Vacuum Oil Co., McCann-Erickson. 


KEITZ & HERNDON 


Completed: Minnesota Federal Savings & 
Loan (banking), Kerker-Peterson, Inc.; 
Campbell-Taggart Assoc. Bakeries, Inc. 
(Rainbo Ice-Pops), Bel-Art; Lone Star 
Brewing Co. (beer), Glenn. 


In production: Campbell-Taggart Assoc. 
Bakeries, Inc., (Rainbo, Colonial bread), 
Bel-Art; Lone Star Gas Co. (gas service), 
EWR&R; Midland Bank & Trust Co. 
(banking service), direct; Humble Oil Co. 
(gasoline, oil), McCann-Erickson, 


FRED NILES PRODUCTIONS 


Completed: Standard Oil Co. of Ohio 
(Sohio gasoline), McCann - Marschalk; 
Niagara Corp. (massage units), Meldrum 
& Fewsmith; National Brewing Co. (Na- 
tional Bohemian beer), Doner; West Bend 


Aluminum Co. (coffeemakers), direct: 
Puritan Foods (Realemon), Lilienfeld; 
Sunbeam, Inc. (coffeemaker, hair dryer, 


mixer), direct; Montgomery Ward & Co. 
(various products), direct; Buring Pack- 
ing Co. (meat products), Gross; Standard 
Oil Co. of Ind. (Oklahoma gasoline), 
NL&B. 


In production: Delco-Remy Div. of GM 
(batteries), Campbell-Ewald; Kelly’s Foods 
(food products), Noble-Dury; Sugardale 
Packing Co. (meat products), Lang, Fish- 
er, Stashower; Jewel Tea Co, (stores), 
Ludgin; Campbell-Taggart Assoc. Bakeries, 
Inc. (bread), direct; Carter Oil Co. (gaso- 
line), McCann-Erickson. 


RAY PATIN PRODUCTIONS, 
INC, 


Completed: Pacific Telephone Co. (serv- 
ice), BBDO; General Foods Corp. (Jell-O), 
Y&R; Perkins Div., General Foods Corp. 
(Kool-Aid), 
Bakeries (bread), 
(pens), FC&B; Commonwealth Edison Co. 
(electric power), Leo Burnett; Joseph 






In production: General Mills, Inc. (ce- 
reals), D-F-S; Malt-O-Meal Co. (cereal), 
Campbell-Mithun; Western Oil & Fuel Co. 
(gas, oil service), Forney; Campbell Soup 
Co. (Beans & Franks), NL&B; General 
Foods Corp. (Jell-O), Y&R; Associates In- 
vestment Co. (loans), FC&B; Quaker Oats 
Co. (Flako Pastry Mix), Frank; Campbell 
Soup Co. (Franco-American spaghetti), Leo 
Burnett; Procter & Gamble (Mr. Clean), 
Tatham-Laird. 


PINTOFF PRODUCTIONS 


Completed: General Electric Co. (Vac- 
uum), Y&R; Isodine Pharmacal Corp. 
(gargle), Reach, McClinton; Ward Baking 


Co. (Tip Top bread, Lucky cakes), Grey; 
Texaco Co. (gasoline), C&W; Aluminum 
Co. of America (Alcoa), F&S&R; Reynolds 
Metals Co. (aluminum), Frank; Esso 
Standard Oil Co. (gasoline), McCann- 
Erickson; U. S, Steel Corp. (steel), BBDO. 


Ward Baking Co. (Lucky 
cakes), Grey; Singer Sewing Machine Co. 
(sewing machines), Y&R; S. C. Johnson & 
Sons, Inc. (Glade), B&B; Little Crow Mill- 
ing Co. (Coco Wheat), Weiss; Frescavana, 
Nat'l. Export Adv. Service; E. I. du Pont 
de Nemours & Co., Inc. (Telar), BBDO; 
ABC-TV (fight promotionals), direct; 
Proctor-Silex Co. (appliances), Weiss & 
Geller; Taylor-Reed Co. (Coco-Marsh), 
Hicks & Greist; American Gas Co. 
(Amoco anti-freeze), Katz; American Bak- 
eries Co. (Taystee bread), Y&R; Pintoff 
Productions (The Interview, The Shoes), 
direct. 


In production: 





FC&B; Langendorf United | 
Y&R; Paper Mate, Inc. | 


VIDEO TAPE DUPLICATING 


& FILM TRANSFERS 








Complete film and videotape lab service 
Videotape to film transfers 
Videotape recording 
Videotape duplicating 
Videotape viewing and editing 


ACME FILM LABORATORIES, INC. 
1161 N. Highland Ave., Hollywood 38, Calif. 








Advertising Directory 
of TV SERVICES 


FILM EQUIPMENT 








$. 0. S. CINEMA SUPPLY CORP. 
New York City: 602 West 52nd Street, Plaza 7-6440 
Hollywood, Calif.: 6331 Hellywoed Bivd., HO 7-2124 
SALES + LEASING + SERVICE 


The world's largest | source for film production 
Producing, Lighting, 
—— Recording, Projection, etc. 


Send for our huge 34th year Cataleg on your 
letterhead to Dept. WN. 














CAMERA EQUIPMENT CO., INC. 
315 West 43rd Street, _ = 36, N. Y. 
JUdson 6-142 
RENTALS__SALES--SERVICE 
Motion picture and television equipment 
lighting equipment - generators 
. film editing equip a™ ing 
equipment. 








SCREENING ROOMS 











PREVIEW THEATRES, INC. 
1600 Broadway, New York 19, N. Y. 
Circle 6-0865 
President William B. Gullette 
16mm, 35mm; magnetic or optical; all 
interlock combinations. Editing equip- 
ment and facilities. Film storage vaults. 
All facilities available 24 hours a day. 





HAULING & WAREHOUSING 








WALTON HAULING & WAREHOUSE CORP. 
609 11 West 46th St., New York 19, N. Y. 
Circle 6-8685-6-7-8 
THEATRICAL HAULERS 


for 
Television, 


Radio 
& Legitimate Theaters 








LIGHTING 





CHARLES ROSS, INC. 
333 West 52nd Street, New York 19, N. Y. 
Circle 6-5470 
LIGHTING, GRIP EQUIPMENT, 
PROPS AND GENERATORS 


For Motion Pictures and Television 
SALES @ SERVICE @ RENTALS 











STOCK SHOTS 








HOllywood 4-747! 








MAURICE H. ZOUARY 
333 West 52nd St., N. Y.C., 19 
JUDSON 2-6185 
35mm MOTION PICTURE 
BLACK & WHITE @ COLOR 
OVER 10,000,000 FEET 
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Agent: 
Eastm 
Films, 


ADVE 


ADVE 
ALWAYS STAYS THE SAME 






a 


‘Yin TV too... 
‘Film does 
ithe 

impossible!” 


i like to show something that 

7 doesn't happen—really can't hap- 

@ pen? Want to show the ‘‘No!""— 

: thus emphasize the ‘‘Yes!''? 
Chemstrand Nylon did it brilliantly 
... visually squeezed a whole 
selling sequence into a few film 
frames. 


Adaptable! .. . That’s the way 
it is with film! 


Film, and film alone, does three 
things for you: (1) gives anima- 
tion—crisp, exciting; (2) provides 
the optical effects you've always 
required for high-polish com- 
mercials; (3) assures you the 
coverage and penetration which 
market saturation requires. 





For more information, write 
Motion Picture Film Department 
EASTMAN KODAK COMPANY 
Rochester 4, N.Y. 

East Coast Division 


342 Madison Avenue 
New York 17, N.Y. 


Midwest Division 
130 East Randolph Drive 
Chicago 1, Ill. 


West Coast Division 
6706 Santa Monica Blvd. 
Hollywood 38, Calif. 


or W. J. German, Inc. 
Agents for the sale and distribution of 
Eastman Professional Motion Picture 
Films, Fort Lee, N.J., Chicago, Ill., 
Hollywood, Calif. 


ADVERTISER: 
The Chemstrand Corp. 
ADVERTISING AGENCY: 
Doyle Dane Bernbach, Inc. 
PRODUCER: 
Transfilm-Caravel, Inc. 
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Peacock-Salem Launderers & Cleaners of Roanoke spends 90 per cent of its 
advertising budget in television. Principal medium is Claim to Fame, locally 
produced panel program on wsts-tv Roanoke (7-7:30 p.m., Mon.). The 
sponsor is pleased with results from the show. 


Selling 
With Tv 


(Continued from 31) 


shirt-folding machine.” Other commercials 
are take-offs on popular national commer- 
cials, using slides and copy. Monthly 
budget: $250. 


Imperial Cleaners, Albuquerque. 
Co-sponsors the 9:30 p.m. news on KOAT-TV 
Albuquerque. Uses an opening, closing 
and center commercial with good effect. 
“We've had a lot of comment, especially 
from our truck drivers, who are being 
told, ‘I watch your news,” reports one of 
the Imperial executives. Annual budget: 
$4,000. 


Nelson-Huskins, Texarkana, Tex. 
David F. P. Nelson, owner. Buys weather- 
casts (7:55-8 a.m., Mon.-Fri.) on KCMC-TV 
Texarkana. Pleased with results, the spon- 
sor has just renewed for the third year. 


Annual budget: $3,549. 


One-Hour Martinizing, Alexandria. 
M. Singer, owner. Uses saturation spots on 
KALB-TV Alexandria for special campaigns 
such as 3-for-$1 cleaning. ID’s are used 
with very successful results. 


Peacock-Salem Launderers & Clean- 
ers, Roanoke. Hayden Huddleston Adv., 
agency. Sponsors locally produced 30- 
minute panel show, Claim to Fame, on 
wsts-Tv Roanoke (7-7:30 p.m., Mon.). 
About 90 per cent of total advertising 
budget is spent in television. “The client 
reports definite results from this television 
advertising,” says Mrs. Shirley C. Love, 
account executive for the Hayden Huddles- 
ton agency. 


Rush Fast Service, Alexandria. 
Sponsors sports in season on KALB-TV 
Alexandria. Typical is alternate sponsor- 
ship of LSU Playbacks. Institutional-type 
announcements are used. Annual budget: 


$1,800. 


Sanitone Cleaners, Charlotte. Ed- 
ward C. Martin, manager. Sponsors Today 
in the Carolinas (8:25-8:30 a.m., Mon.- 
Fri.) on wsoc-tv Charlotte. 


Shepherd’s Laundries, locations in 
Beaumont, Houston and San Antonio. 
Smythe Shepherd, vice president and gen- 
eral manager. Buys five-minute Weather- 
wise program Tuesdays on KFDM-TV Beau- 
mont and 10-minute news program weekly 
on Thursdays. Results reported excel- 
lent. Annual budget: $7,000. 


Swan Cleaners, Columbus, Ohio. 
Andie Gelpi, president. Sponsors syndi- 
cated programs and feature film, in- 
cluding a two-hour Sunday program on 
wLw-c Columbus. Has used Tugboat Annie, 
Bold Venture and Nat (King) Cole Show. 
Has enjoyed such success with advertising 
program that company is now first cleaner 
in Columbus with 32 stores. Annual 


budget: $26,000. 


Tuchman Cleaners, Indianapolis. 
Sidney Tuchman, president; Simon Adv., 
agency. Buys a minute participation in the 
Walter Schwimmer production, Champion- 
ship Bridge, on wiw-t Indianapolis (3:30- 
4 p.m., Sun.). “The campaign, stressing 
quality cleaning, which appeals to the up- 
per and upper-middle income brackets, has 
stimulated this company’s business so that 
it has grown from four to eight stores in 
five years. Three more stores are planned 
for the near future,” says Nat Simon, presi- 
dent of the Tuchman agency. Annual 
budget: $2,400. 


August 22, 1960, Television Age 43 








CLEANE 
To RutH - 


When wiw-t Cincinnati personality 
Paul Dixon was ill recently, sponsor 
Exquisite Cleaners & Launderers 
used this huge electric sign in front 
of its Mariemont location to wish 
quick recovery for the Crosley emcee. 


The laundry is a regular advertiser 
on the WLW-T program. 


Dry Cleaners (Continued from 31) 


tomers has stimulated new business 
for Cole Laundry & Cleaners of 
Grand Rapids. 

Use of two participations per week 
on The Don Melvoin Show (9:30-10 
a.m., Mon.-Wed.-Fri.) on WOOD-TV 
Grand Rapids is the foundation of a 
successful advertising campaign for 
Cole Laundry. Robert Cole is presi- 
dent of the company, and Wallace- 
Blakeslee the advertising agency. The 
live audience-participation show has 
proved ideal for the type of adver- 
tising which the agency found neces- 
sary for the account. 

“Industry surveys proved to us that 
women were indifferent to laundries,” 
explains Dan Wallace, account execu- 
tive at the agency. “Our major job 
was to achieve a personal, friendly 
relationship between our women cus- 
tomers and Cole’s. We developed 
a Cole’s personal-service director, in 
the person of Anita Welch, whose 
main function is to offer personal 
service and advice to women in the 
area to help them with their laundry 
and dry-cleaning problems. 

“We have used Miss Welch on the 
Melvoin show and have found that 
television, better than any other 
medium, develops this feeling of 
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friendship and personal relationship 
between the laundry and the cus- 
tomer. The sight, sound and motion 
of television have put our personal- 
service director right into the homes 
of our customers, where she has be- 
come a welcome and helpful guest.” 


Swamp Switchboard 

One announcement on The Paul 
Dixon Show (wtw-T Cincinnati, 
9-10:30 a.m., Mon.-Fri.) for Ex- 
Cleaners & 
brought so many calls from persons 
trying to spell E-X-Q-U-I-S-I-T-E 
that the switchboard was swamped. 


quisite Launderers 


A prize of a free dress or suit clean- 
ing was offered to the first three per- 
sons who called and spelled the name 
Owner 
Frank Watkins reported many new 
customers from this one promotion. 


of the sponsor correctly. 


Exquisite Cleaners & Launderers 
has three Cincinnati 
Mariemont, Mount Washington and 
Kenwood, all suburbs of the city. For 
many months the launderer-cleaner 
has bought one participation weekly 
on the Dixon show. 


locations— 


Commercials are ad lib, fact-sheet 
type. This ties in with the relaxed 
style of the popular Crosley morning- 
show emcee. He may take his mike 
to a woman in the studio audience, 
asking: “Are you still ironing your 
husband’s shirts?” If she answers 
in the affirmative, he gives an in- 
formal pitch for the many Exquisite 
services. At the beginning of the hot 
weather, commercials emphasized the 
company’s summer-storage plan. 

The marquee at the Mariemont lo- 
cation is an eye-stopper on a well- 
traveled highway. Wording is 
changed weekly—sometimes devoted 
to a clever proverb or original quip, 
other times to direct advertising. Re- 
cently, when Paul Dixon was ill, the 
sign was used as a “get-well” card 
to the WLW-T personality. 


Testing in Georgia 
Sanitone Cleaners of the Albany, 
Ga., area, with shops in Albany, 
Thomasville, Moultrie, Tifton, Don- 
alsonville, Douglas and Cordele, is 
testing tv with the alternate sponsor- 





Anita Welch, personal-service direc- 
tor for Cole Laundry & Cleaners of 
Grand Rapids, has become a “wel- 


come and helpful guest” in the homes 
of the laundry’s customers through 
her apearances on woov-ty Grand 
Rapids for the laundry. Here she is 
shown with Don Melvoin, host of the 
station’s live audience-participation 
program, The Don Melvoin Show, 
on which she appears twice a week. 


ship of the Ziv-UA program, Bold 
Venture, on WALB-TV Albany (10- 
10:30 p.m., Wed.) and minute par- 
ticipations in the woman’s program, 
Ten Tee Vee Street (1:15-2 pm., 
Mon.-Fri. ). 

Advertising cleaners at a recent 
meeting checked on sales and re- 
ported showing a 20-per-cent-and- 
more increase in one month after the 
start of the campaign. 


Shows Finished Linen 

Alexandria Steam Laundry has 
found television its best method of 
reaching the ultimate customer—the 
housewife. 

Wilton Fremaux, owner-manager, 
has purchased alternate sponsorship 
of the Ziv-UA series, Bold Venture, 
on KALB-TV Alexandria (8:30-9 p.m., 
Tues.). 

The live commercials are mostly 
institutional. Much ingenuity is ex- 
ercised in their creation. A beauti- 
fully appointed dinner table _illus- 
trates the care with which linens are 
finished by the laundry, personal in- 
terviews with Mr. Fremaux point up 
the laundry’s many services. At Val- 
entine’s Day, Easter, Christmas and 
other holidays special messages tie in 
with the season. Annual budget is 
about $6,500. 
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Wall Street Report 


DESILU ANNUAL REPORT. One of 


the tv industry’s greatest success 
stories continues to roll along at an 


enviable Desilu. Productions, 
Inc., the corporate enterprise that re- 
sulted from the comic talent of Lucille 
Ball and Desi Arnaz, reported a net 
profit of $811,559 for the fiscal year 
ended April 30, 1960. Based on the 
1,155,940 shares outstanding the 
earnings equalled 70 cents per share. 
A year ago Desilu reported earnings 
of $249,566 or 22 cents per share. 
Stock for the company which is listed 


pace. 


on the American Exchange, is pres- 
ently selling in the neighborhood of 
107%. 


In the 1960 fiscal year gross in- 
come totaled $23,406,100 compared 
with $20,470,361 in the 1959 fiscal 
year. It’s also worth noting that back 
in 1954 the gross income totaled only 
$4,668,660. The 1960 gross income 
was not seriously affected by the long 
strike of the Writers Guild of America 
but net income was reduced. Desilu’s 
output of its own tv films was un- 
affected but Desilu does a big produc- 
tion job for other producers on a cost 
plus fee basis. It was income from 
this segment of the firm’s operations 
that was hit by the writers’ strike. 
This also means that in the 1960-61 
period there will be a substantial re- 
duction of new properties by inde- 
pendent producers. 

Today Desilu’s facilities are prob- 
ably the largest devoted primarily to 
the production of television films. It’s 
true that Desilu also has produced 
some feature-length films for theat- 
rical distribution but the company 
was launched on the basis of its tv 
work and any investor considering 
the company’s stock would have to 
give first consideration to its position 
in the tv field. It operates three sepa- 
rate studios: Desilu-Culver with 13 
stages, Desilu-Gower, location of 
headquarters, with 14 sound stages 
and Desilu-Cahuenga, once the Mo- 
tion Picture Studios and 
specially equipped for filming audi- 
ence shows such as the Danny 
Thomas and Jack Benny programs. In 


Center 





summary, the three studios embrace 
63 acres of land and have 35 sound 
stages. 


NOTES OUTSTANDING. The first 
two studios were purchased from 
RKO Teleradio Pictures, Inc., in 1958 
for $6,150,000. The properties are 
pledged as security for notes payable 
to RKO. The notes totaled $3,310,000 
of which $830,000 was paid in Janu- 
ary of this year. Another $830,000 
will be paid next January followed 
by an equal payment in 1962 and 
$820,000 in 1963. A loan of $1 mil- 
lion borrowed from a bank is. also 
due in the coming year. Howevér, on 
October 1, 1956, Desilu sold all rights 
to the ] Love Lucy show (153 pro- 
grams) to the Columbia Broadcasting 
System, Inc., for $4,300,000, also 
payable over a period of years. At 
present $1 million of that total re- 
mains unpaid. The payments have 
been assigned by Desilu as collateral 
for the $1 million bank loan. Conse- 
quently Desilu owes somewhere in the 
range of $2,400,000 on the original 
RKO properties which are carried on 
the books of the corporation at the 
1956 price. 

Moreover, the Cahuenga properties 
are also carried at a figure that does 
not fully reflect the original invest- 
ment in the facilities. Desilu 
owns 95.87 per cent of the Motion 
Picture Center Studios outstanding 
shares. Desilu has guaranteed pay- 


now 


ment of a first trust deed note of 
MPCS on which the unpaid balance 
was $523,413 as of April 30, 1960, 
and it also has guaranteed the pay- 
ment of additional MPCS notes total- 
ing $284,900. 

The ability of Desilu to keep these 
facilities continuously occupied is the 
measurement of its success and profit- 
ability. In its annual. report for the 
1960 fiscal period the company gave 
an interesting breakdown on its pro- 
duction activities. It separated Desilu 
shows from those of the independent 
producers. Thus it listed 17 tv shows 
(and one theatrical production) in 
which Desilu had an interest ranging 


(Continued on page 71) 
















Weigh 
the facts! 
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Blackbuen & Company 


RADIO - TV - NEWSPAPER BROKERS 


In appraisals, the 
combined experience 
of the staff at Black- 
burn & Company is 
measured in cen- 
turies—not years. For 
appraisals, contact: 


CHICAGO _ BEVERLY HILLS 
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“HOPE IS A THING WITH FEATHERS” STARS EL! WALLACH, BERT WHEELER, CARMEN COSTI—PRODUCED FOR CBS FILMS BY ROBERT HERRIDGE 


Entire new TV series, “The Robert Herridge Theater,” 
produced on Live Action “SCOTCH” BRAND Video Tape 


“The Robert Herridge Theater” is an unusual half- 
hour television series offering special treatments of 
dramas, jazz and ballet. Produced for CBS Films 
Inc. by Mr. Herridge, all 26 shows have been re- 
corded exclusively on “SCOTCH” BRAND Video Tape. 

Why video tape? Because it reproduced the “live” 
feeling of the original performances, eliminated fluffs, 
cut production costs sharply and made schedules 
more flexible. People throughout the television in- 


WMitenesora Jfininc ann ]/ffanuracrurine oor ED 
a 


«++WHERE RESEARCH IS THE KEY TO TOMORROW SS 
pee oo 


**Scotcn” is a Registered Trademark of 3M Co., St. Paul 6, Minn. Export: 99 Park Ave., New York. Canada: London, Ontario. ©1960 3M Co. 
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dustry are turning to video tape for incomparable 
fidelity, speed and economy in recording TV specials, 
location and commercial programming. 

Order your copy of “The Show Is On Video Tape,” 
booklet of three television case studies in planning 
and production of a network commercial, a drama 
program and a local “spectacular.” Send 25¢ in coin 
to cover mailing and handling to 3M Co., Box 3500, 
St. Paul 6, Minnesota. 
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TELEVISION AGE 


ate last year TV AGE pointed out 
c that the amount of dollars spent 
in video co-op advertising had in- 
creased in a year’s time from 10 to 
15 per cent of total tv billings and 
was near $140 million, Continuing 
increases were predicted for the fu- 
ture. 

“Even with a steady rate of growth 
as indicated by the most recent fig- 
ures, television and radio are not get- 
ting as much co-op money as they 
should. The great majority of co-op 
expenditures go into other media, not 
because the media are intrinsically 
more valuable, but because proper 
guidance is not given the manufac- 
turer, the distributor and the dealer.” 

To provide that guidance, the 
speaker — Lester Krugman, former 
advertising vice president for NTA 
and previously with Grey Advertis- 
ing Agency, Inc., Bulova Watch Co. 
and others—announced the creation 
of Cooperative Advertising Special- 
ists, the first ad agency devoted ex- 
clusively to co-op advertising. 

While the agency was not formed 
specifically to promote tv co-op, Mr. 
Krugman’s plans are to take from 
his clients the many details of co-op 
scheduling. As video placements 
ordinarily involve more paperwork 
than do other forms of advertising, 
simplifying the arrangements for a 
manufacturer or distributor might 
cause him to look at tv in a more 
favorable light. 


a review of 
current activity 
in national 
spot tv 


“Almost all of the thousands of 
manufacturer - advertisers participat- 
ing in the expenditure of some $2 
billion annually for co-op programs 
have been forced to administer the 
programs’ themselves,” says the 
agency president. “Many advertising 
agencies find co-op plans too in- 
volved and time-consuming to both- 
er with. Our aim is to provide a 
complete service for the co-op user, 
including creative, administrative 
and merchandising efforts.” 

Past efforts to boost the amount 
of co-op dollars spent in local and 
regional spot have met with consid- 
erable success when conducted by 
TvB and aggressive local stations. It 
is to be hoped the formation of an 
agency devoted to simplifying this 
form of advertising will put a great- 





Jack Dougherty, at Ted Bates & Co., 
Inc., in New York, is timebuyer on 


Rolaids and 


Chicle’s 
Clorets products. 


American 
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REPORT 


er emphasis on co-op itself, and on 
an expanded use of tv. 
% ot oe 

At a recent press conference held 

by the Toy Manufacturers of the 

U.S.A., 


of concerns noted that their adver- 


representatives of a number 


tising budgets for the year are up 
20 to 50 per cent over last year and 
that most of their dollars “are being 
spent on television.” 

While hopefully predicting a rec- 
ord year, based on the fact that or- 
ders during the first six months were 
7.1 per cent above a year ago, 
Charles S. Raizen, president of the 
national trade association, empha- 
sized that more than 70 per cent of 
the industry’s shipments are normal- 
ly made in the latter half of the year. 
The present rosy picture could 
change by year-end, he said. 


ALBERS MILLING CO. 
(EWRE&R, Los Angeles) 

Starting about issue date, a concentrated 
campaign for FRISKIES dog and cat 
foods kicks off in 40 major markets across 
the country. Primarily minute films in 
daytime periods will run, although some 
night 20's are also set. The schedules 
extend about 17 weeks in length. 

Pat Hipwell is the buying contact. 


ALLEN PRODUCTS CO. 
(Weightman, Inc., Philadelphia) 


As noted in Tele-Scope June 13, this 
maker of AL-PO dog food is moving 

with fall placements in top markets east 
of the Mississippi. Day and night minutes, 
20’s and ID's kick off early next month 
for about 10-13 weeks. Tv-radio director 
Len Stevens is the contact. 
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SEE FOR YOURSELF WHY ONE 
STATION DOES AROUND 80% OF THE cn 
LOCAL BUSINESS IN DES MOINES Cle 


Hor 
the 
Au 


Most Watched Station... KRNT-TVI 


Central Most Believable Personalities . . . KRNT-TV! 
Surveys Study 


Most Believable Station . . . KRNT-TV! 
(Feb. 1960) 
Ask Katz Most People Would Prefer KRNT-TV Personalities As Neighbors! 
for the Most People Vote KRNT-TV 
facts The Station Doing the Most to Promote Worthwhile 
\ Public Service Projects! 
Nielsen ( 
Ask Katz The Points Where Your Distribution is Concentrated 
a Brood Wonderful Ratings on KRNT-TV! 
Ask Katz The Points Where the Points Count the Most for You. 
Ask Katz See for yourself the list of local accounts whose 
about strategy is to use this station almost exclusively. It reads 
Central lowa like who’s who in many classifications—Foods and Financial 
Advertisers Institutions, to name a couple. 





See for yourself the new, tried and proved power concept of these companies 
of concentrating on one station. See for yourself how they use this station to get distri- 
bution and produce sales. The bold concept used by these companies discards the old 
strategy of a little here, a little there, a little some place else. Old strategy oftentimes results 
in a dissipation of efforts. 


See for yourself why KRNT-TV regularly carries around 80% of the local 
business. See for yourself that this station is a big enough sales tool to win your sales 
battle if it’s used in a big enough way. 


KRNT-TV 


DES MOINES 


A COWLES STATION 
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AMERICAN BIRD PRODUCTS 
(George H. Hartman Co., Chicago) 


For its line of 3-VEES birdseed and 
companion products, this firm has been 
looking into availabilities for half-hour film 
shows in Chicago, Detroit, Indianapolis, 
Cleveland, Minneapolis, Kansas City, 
Houston, St. Louis and Milwaukee. If set, 
the campaign should begin next month. 
Audrey Thorelius is the buying contact. 


ATLANTIS SALES CO., R. T. 
French Co. 


(JWT, New York) 


Buying was under way at press time for 
a major fall campaign on FRENCH’S 
instant mashed potatoes, with day and 


night minutes and 20's to start next 


month for about 12 weeks in top markets. 
Carrie Senatore is the timebuyer. 





FRANCES BANISTER, formerly 
with Fitzgerald Advertising and Crook 
Advertising, joined Tracy-Locke, 
Dallas, as associate media director. 
Also at Tracy-Locke, PATSY LYTLE 
has been promoted from media as- 
sistant to associate media director. 
BOBBIE KIMBREW and ALICE 
LARSON are now media assistants. 

In Detroit LOIS HENRIKSEN was 
named media director at Stone & 
Simons. 

PAUL BURES, previously timebuy- 
er on the Shell Oil account at J. 





MR. BURES 


Walter Thompson, New York, moved 
to Ogilvy, Benson & Mather to con- 
tinue working on Shell, which re- 
cently changed agencies. 

In the media department at Comp- 
ton Advertising, New York, GRAHAM 
HAY, once timebuyer, has been raised 
to head buyer. He takes care of the 
New York-based accounts. 

JEANETTE LE BRECHT, last with 
Cohen & Aleshire and previously with 
Peck Advertising, moved to Grant 





MISS LE BRECHT 


Advertising, New York, as media 
buyer, She handles Fiat motors, Mon- 
arch wine, Penick & Ford and other 
products. 





Personals 


STANLEY M. HEGGEN has be- 
come assistant media director at 
Aubrey, Finlay, Marley & Hodgson, 
Chicago. 

VERNON L. SWENSON, lately 
media supervisor with Procter & 
Gamble, Cincinnati, joined Knox 
Reeves, Minneapolis, as media evalua- 
tion supervisor. 

ROBERT C. JOHNSON, formerly 
with McCann Erickson, New York, 
moved to Needham, Louis & Brorby 
where he is media buyer on various 
accounts. 

DORIS GOULD, media director of 
late at Product Services, joined Daniel 
& Charles, as broadcast buyer on 





MISS GOULD 


Pharma-Craft and other accounts. She 
replaces DIANE NEUGARTEN, who 
left the agency. 

THELMA GARDINIER, once 
broadcast buyer at Arndt, Preston, 
Chapin, Lamb & Keen, Philadelphia, 
moved to Aitkin-Kynett in that city. 
Replacing her at APCL&K is TERRY 
FALGIATORE, formerly with Erwin 
Wasey, Ruthrauff & Ryan. 

JOE DEVLIN at Dancer-Fitzgerald- 
Sample, Inc.; New York, has been 
promoted from assistant timebuyer on 
the Liggett & Myers account to time- 
buyer on Peter Paul Inc. products. 

From San Francisco, DIANE ROB- 
INSON, timebuyer, has transferred to 
the New York office of Guild, Bascom 
& Bonfigli to work on the Democratic 
National Committee account. 

JACQ VAN SLUYS MAES, pre- 
viously a timebuyer at Foote, Cone & 
Belding, New York, where he worked 
on the General Foods account, has 
joined Batten, Barton, Durstine & 
Osborn. At BBDO he handles the 
General Mills, New York Telephone 
and Curtis accounts. 

From Ted Bates & Co. PETE 
SCOTT moved to FC&B as assistant 
to PETE BARDACH on General 


Foods. 











P. BALLANTINE & SONS 
(Wm. Esty Co., Inc., N. Y.) 


Staying with Shotgun Slade, the brewer of 
the “ice-ily light, precise-ily right” beer 
renewed the MCA-TV series for another 
year in about the same group of 27 
markets it’s been using. The list includes 
Providence, Hartford, Boston, Springfield, 
Miami, Washington, New York, 
Syracuse, Philadelphia, Watertown, 
Lancaster, etc. Frank Mahan is the 
timebuyer. 


BEST FOODS DIV., 


Corn Products Co. 
(Lennen & Newell, Inc., N. Y.) 


A fall campaign is slated to start the 
middle of next month for MAZOLA 
cooking oil and continue for about 13 
weeks in about 10-15 selected markets. 
Moderate frequencies of nightime filmed 
minutes will be used. Jim Alexander 

is the timebuyer. 


MILTON BRADLEY CO. 
(Noyes & Co., Inc., Providence) 


Another toymaker with its fall plans set 
(and increased over last year’s), this 
manufacturer of CONCENTRATION and 
other games will start four weeks of 
minutes in kid shows and family-audience 
periods about Nov. 14, Top markets 

to be used are New York, Philadelphia, 
Hartford, Boston, Rochester, Seattle, San 
Francisco, Los Angeles, Salt Lake City, 
Denver, St. Louis, Minneapolis, Miami, 
Atlanta, Dallas, New Orleans, Cincinnati, 
Cleveland, Milwaukee, Baltimore, 
Washington and Pittsburgh. Frequency will 
be 20-30 spots per market. Tv-radio 
director Henry Hart is the contact. 


BRISTOL-MYERS CO. 
(Young & Rubicam, Inc., N. Y.) 
Major activity here for BUFFERIN as 


the product sets its fall-winter push in 
some 50 top markets. Look for 13 weeks 





Station, Network and 
Personal Representative 


representing 
KELO-TV, Sioux Falls, S. D. 
KROC-TV, Rochester, Minn. 
KSBW-TV, Salinas, Calif. 
KSBY-TV, San Luis Obispo 
WIMA-TV, Lima, Ohio 
WPBN-TV, Traverse City, Mich. 
WTOM.-TV, Cheboygan, Mich. 


235 East 46th Street, New York 17, N. Y. 
PLaza 5-4262 











‘LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 


Telephone Message Service 
22 E. 56th St., New York City 
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Westinghouse’s “Instant Junket”’ 
How do you take several hundred timebuyers and agency personnel on 
a tour of all your stations’ markets in a single afternoon? Westinghouse 
Broadcasting Co. has the answer—and proved it by giving almost the 
entire New York broadcast-buying contingent a quick glimpse of San 
Francisco, Boston, and six other WBC tv-radio markets. 
(ace 
Hy 


; w al i é - <_ 


Emerging in their Model T from Freedomland’s version of the San 
Francisco ‘quake, Lennen & Newell buyers Terry Antonnucci, Bob Karlan 
and Jim Alexander evidently found the experience less than frightening. 


Of course, condensing the cross-country trip into a few hours meant 
the agency people happily settled for reproductions of the various cities 
at New York’s newest amusement center, Freedomland. At the huge out- 
door park, buyers lunched to the strains of a Dixieland band, rode an 
old-time Santa Fe railroad train, crouched in a fur trapper’s boat as 
“pesky redskins” staged an ambush and stared delightedly at such sights 


At the Glen Island Casino, Herb Bachman (l.), general manager of WBC 
outlet KEX-AM Portland, makes an entertaining sales point for timebuyer 
Tim Tully, attractive assistant Barry Rosner and head buyer Graham 


Hay. all of Compton Adv., Inc. 


as the great Chicago fire, a New England town at the turn-of-the-century, 
a space-port of tomorrow and historic events from the Civil War. 
Naturally, at each suitable stop along the Freedomland trail, the buyers 
were made aware of pertinent data about the present-day market and 
the WBC station in that market. 

From the amusement park, air-conditioned buses took the assemblage 
to the famed Glen Island Casino for cocktails, buffet, entertainment by 
WBC-station performers and a round of contest and door prizes. 











50 August 22, 1960, Television Age 







of nighttime minutes to start late next 
month. Some areas get full-year placements, 
depending on their prominence. Joe 
Ostrow is the timebuyer. 


BUSTER BROWN TEXTILES, 
INC, 

(Arndt, Preston, Chapin, Lamb & 
Keen, Inc., Phila.) 


For its line of children’s clothes, this 
advertiser began using Romper Room in 
about a dozen markets early last year 

and has continued the program at 
appropriate times. This month sees new 
placements for four-to-13-weeks in 
markets including Toledo, Youngstown, 
Mobile, Houston, Phoenix, Spokane and 
Portland, Ore. Minute announcements 
are used. Terry Falgiatore is the timebuyer. 


BYMART-TINTAIR, INC. 
(KHCC&A, New York) 


TINTAIR shampoo, a product once of 
major importance in spot but heard from 
only rarely during the past 18 months, 
reverted to the agency originally 
handling it and is currently moving 
with a six-week “test” campaign in Los 
Angeles. Strong frequencies of ID’s are 
used, with other markets to be added 
eventually if results are favorable. 

Beryl Seidenberg is the timebuyer. 


CITIES SERVICE CO. 
(Ellington & Co., N. Y.) 


A “test” effort to determine the effective- 
ness of a new form of commercial for 
this advertiser will start next month in 
a small group of markets, with 20's 
running for about 13 weeks. A company 
spokesman noted the schedules are not 
intended to replace the gas-oil firm’s 
prolonged use of news programs, but 
may result in the new commercial 
approach being used more widely. Dan 
Kane is the timebuyer. 


COLUMBIA RIVER PACKERS 
ASSOCIATION 
(Richard K. Manoff, Inc., N. Y.) 


A fall campaign was noted as starting 
at issue date in about 20 selected 
markets for BUMBLE BEE tuna, with 
both day and night minutes, 20’s and 
ID’s to run for eight to 13 weeks. 
Shirley Weiner is the timebuyer. 


CONTINENTAL BAKING CO. 
(Ted Bates & Co., Inc., N. Y.) 


As noted here July 11, HOSTESS cakes 
move back into about 25-30 regular 
markets early in September for some 13 
weeks of daytime minutes and 2U’s. 
Kids and housewives are the primary 
targets aimed for. Perry Seastrom and 
Art Goldstein are the timebuyers. 


CONTINENTAL WAX CORP. 
(Product Services, Inc., N. Y.) 


Activity was seemingly on for a fall 
campaign on this maker’s SIX-MONTH 
floor wax in selected markets, but details 
were not available at press time. A 
published report elsewhere that the firm 
has a car wax product ready to launch 
via spot was denied. Ben Pettick is 

the timebuyer. 


(Continued on page 52) 
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The Buyer Talks About... 
SEEING FOR YOURSELF 


Every buyer knows, when he accepts the invitation of a station to visit 
the market, that the forecast may be snow. It’s like rating week. Viewers 
wallow happily in high budget feature films on The Late Show, public 
service programs, kept in the can for just such occasions, are whipped onto 
the air, traffic departments snap into high gear. However, the buyer, armed 
with his highly-developed sense of skepticism and knowing what he’s 
going for and what to look for after he’s there, can spend a useful two 
or three days, even if he’s peering through a veritable blizzard. 


The big thing to look for is the way in which the operation of the 
station is conducted. You can learn a lot just from meeting the people 
who are in charge of seeing that your commercials hit the air at the time 
and in the place they are supposed to. Obviously, no one is going to 
triple-spot your commercials while you're sitting there (unless you've 
consented to it), but if the station policy is to squeeze in as much as they 
can, then somebody’s going to be a victim of “overcommercialization” and 
all the assurances in the world aren’t going to convince you that, even 
without your eagle eye on the screen, it won’t be you. In other words, 
a station can “clean up” for a buyer’s visit, but as with all shoddy house- 
cleaning. there'll be dirt under the rug if you’re sharp enough to pick it 
up and look. 


Of course, the fact that you’re a guest of a particular station doesn’t 
prevent you from flicking the dial on the hotel room set and taking an 
occasional peek at the competition. After all, they don’t know you're there. 
They're going about their day-to-day business in the old, ordinary way. 
It may not be protocol to make personal visits to the competing stations, 
but there’s nothing to prevent dropping in on them via the old image 
orthican. A sharp buyer should be able to make a reasonably good esti- 
mate of station operations this way. 


Why do stations organize these buyer junkets? Obviously to convince 
the folks with the money of their quality, efficiency and sales power. Also, 


“great sales volume for products in 


of course, to push the market on its 
your category” if it’s a big one or its “tremendous growth potential” if 
it’s only one step up from being unknown to the U. S. Post Office. Sta- 
tions which have, undeservedly, picked up a slightly soiled reputation 
may be able to brush off the dust by showing a group of buyers the true 
picture. In accomplishing this, it is extremely important that there be no 
deviation from normal station procedures. Trying to present a false image 
is like a fat man trying to hide behind a two inch sapling. Someone is 
sure to notice him and he looks pretty silly. 


Naturally, the best way of all to call on a market is on your own and 
uninvited. Often a buyer must visit a station to arrange an unusually 
complicated buy. This is an ideal time to get a picture of all the stations 
in the market. and when they’re not waxed and polished for company. 


Sitting behind a desk in New York or Chicago, a buyer listens to a 
lot of fine talk about stations and their qualities. A quick, on-the-spot look 
can cool off the hot air and give the buyer some revised considerations 
for buying. 
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Hugh Kibbey 


Early Marriages 
Are Successful 


@ | know a “girl” (1 use the word 
in the past tense) down Brown 
County way who is still single at 
age 47—she's been waiting for 
the right man to come along. Now 
we all know that the perfect man 
just doesn't exist—and during the 
past 27 years or so, she’s been 
missing an awful lot by waiting 
and wasting. 





Same's true in television. Some 
buyers of time missa lot of selling 
opportunities because they're 
waiting for the perfect availability 
or the perfect show, while their 
competitors are enjoying the 
benefits of an early marriage to 
TV by snapping off customers 
right and left. 


The moral to our “Indianacdote” 
is simply this. Early marriages in 
TV are successful. You lose by 
waiting. You gain by buying early 
and making your hope chest a 
reality. We're ready to confirm 30 
days in advance of start date and 
a genuine plus on Channel 6, 
Indianapolis, is our especially 
designed procedure to improve 
locations for the incumbent 

advertiser on a continuing 
basis. Just ask us 
about it. 


CHANNEL 


WFBM-v 
INDIANAPOLIS 


BASIC NBC-TV AFFILIATE 
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Granted that there’s more 








































than one way to persuade a 
prospect. But if you sell 

to the mass market we 
recommend TV...and we 
recommend a station that 
lies close to the hearts of its 
audience because of its years 
of careful programming 

to the needs of its region. 
KOIN-TV is that station 

in Portland, Oregon, and 
32 rich surrounding 
counties. Check Nielsen 


for proof.* 


OONKTV 
PERSUADES 
PEOPLE 


PORTLAND 





ag Highest ratings and widest coverage ... 
7 of every 10 homes in Portland and 32 
surrounding counties. 


KOIN-TV « Channel 6, Portland, Oregon 
One of America's Great Influence Stations 
Represented Nationally by CBS-TV Spot Sales 
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Spot (Continued from page 50) 


CORNING GLASS CO. 

(N. W. Ayer & Son, Inc., N. Y.) 
As reported in Tele-scope last issue, a 
holiday-gift campaign is scheduled for 
two new electrical appliances—a skillet 
and a coffeemaker—of CORNINGWARE. 
Top markets where the products have 
distribution will get moderate placements 
of filmed minutes beginning the middle 
of next month and continuing until 

just before Christmas. Arne Ramberg 

is the timebuyer. 


DOROTHY GRAY, LTD. (Lehn 


& Fink Products Corp.) 
(McCann-Erickson, Inc., N. Y.) 


An infrequent user of spot, this cosmetics 
house starts daytime minutes and 20's, 
with some night non-prime spots, next 
month in selected markets. The place- 
ments are for 13 weeks. Judy Bender 
is the timebuyer. 


FIRTH CARPET CO. 


(Arndt, Preston, Chapin, Lamb & 
Keen, N. Y.) 

As noted here last April 18, this carpet 
manufacturer who taped 10 half-hour 
programs on home decorating and placed 
the series in about eight markets expected 
to set a similar schedule in a second 
group in September. At press time, 
negotiations with local dealers who will 
split the time costs with Firth were under 
way in 13 new areas. Class C time is used 
to reach the housewife, with a live three- 
minute commercial placed midway in 
the show. Filmed versions are supplied 
where tape equipment is not available. 
The 10-week schedules start Sept. 19. 
Account executive Fred Tobey is the 
contact, 


J. A. FOLGER & CO. 
(Cunningham & Walsh, Inc., N. Y.) 
Activity is on for FOLGER’S coffee 
(as it usually is at this time of year) 

in a small group of markets in the 
product’s regular areas. A strong push 
using heavy placements of night 20's 
primarily will start in selected areas at 
the end of the month for about four 
weeks. Longer schedules running about 
10 weeks to the pre-Christmas period 
will also be set, with ID’s and 20's 

used in lighter frequencies. Frank 
Martin is the timebuyer. 


GENERAL FOODS CORP. 
(Foote, Cone & Belding, Inc., N. Y.) 
For its MINUTE POTATOES, this 
advertiser set four-week placements of 
day and night minutes and ID’s in 
fairly strong frequencies in a group of 
major markets. Pete Bardach is the 
buying contact. 


GENERAL MILLS, INC. 
(D-F-S, New York) 
Further activity was noted as starting 
this month for three-week runs in about 
30 major markets for the newest GM 
cereal, TWINKLES. ID's in strong 
frequencies are used. Ira Weinblatt is 
the timebuyer. 

(Continued on page 54) 


Rep Report 

Arthur C. Elliot, with CBS-TV Spot Sales 
for the past eight years, joined Harrington, 
Righter & Parsons, Inc., as that firm’s east- 





ern sales manager, Mr. Elliot had a similar 
title at CBS since 1958 and was previously 
midwestern sales manager for the network's 
spot sales division. 

In the post left vacant at CBS-TV Spot 
Sales, Ted O'Connell (r.) was transferred 
to New York from Chicago where he had 
been the department’s midwestern sales 





manager. To replace him in Chicago, Rich- 


ard R. Loftus (1.) moved from his post as 
manager of the San Francisco spot sales 
office. Mr. O’Connell’s broadcast experience 
includes sales positions with WBBM-TV-AM 
Chicago before joining CBS-TV Spot Sales 
in 1955. Mr. Loftus was with the Dumont 
Tv Network in 1950 and joined CBS in 
1951, later becoming an account executive 
with the spot sales division, then Detroit 
sales manager. 

William Condon joined the New York 
sales force of Television Advertising Repre- 
sentatives, Inc., as an account executive. 
He has worked for the firm in Chicago and 
previously spent nine years with the Katz 
Agency. 

Avery-Knodel, Inc., expanded its New 
York sales staff with the addition of Charles 
Warner, formerly a salesman with WTOP- 
TV Washington. 

William E. Morgan, formerly in sales 
activities for WxXyz-tv-AM Detroit, was 
named manager of the office of Adam 
Young, Inc., and Young Tv Corp. in that 
city. He replaced Edward Smith who was 
appointed general sales manager of KQvV-AM 
Pittsburgh. 

In San Francisco, William L. Lindsey 
joined the sales staff of Blair-TV and Blair 
Television Associates. He has been general 
manager of Kvoy-AM Yuma since 1950 and 
is a founder and co-owner of the station. 
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ick Olsen, senior timebuyer at 

Doherty, Clifford, Steers & Shen- 
field, Inc., recently completed assign- 
ment “On the Road.” After a four- 
city trip to stations in Columbus, Day- 
ton, Cincinnati and Indianapolis, Mr. 
Olsen lauds the benefits garnered from 
station trips. “They give the buyer an 
opportunity to take a candid look at 
a market. He really gets to know his 
client’s specific aims and problems 
in the market and, more important, 





the personalities involved—especially 
the local weather, news and program 
announcers who are sponsored by his 
clients or by his client’s competitors.” 

He maintains that “by spending 
some time speaking with local citizens 
you can uncover the image a station 
has in a market.” Furthermore, the 
buyer believes that one can get a 
“man-on-the-street” report on what 
the local audience likes in programs 


DICK OLSEN 





and buys in products. 

Through field trips, Mr. Olsen feels, 
“You can take a better look at the 
station merchandising and discover 
what your competitors are doing.” 
And he noted that this was the time 
to cement station-client relationships 
and to check the manner in which the 
station takes care of the client. 

A veteran of station trips, Dick 





Olsen has no complaints about the 
station’s treatment of buyers. “Stations 
are most receptive and willing to 
help,” he asserts. “It’s up to the indi- 
vidual, not the station, to make a trip 
worthwile. Stations want the buyer 
to come. And the timebuyer who 
spends his time investigating the sta- 
tion and town rather than the nearby 
golf course is the one who benefits. 
The major purpose of the trip is to 
promote good relations between the 
client and agency and the station.” 

Mr. Olsen, with DCS&S 
March, buys for Cutex, Wiedemann 


since 


beer and other products. Previously 
he hails from the William Esty Co., 
Inc., where five years ago he was intro- 
duced to advertising as assistant time- 
buyer. An alumus of Hofstra College 
with a BBA, and of New York Uni- 
versity with a Master’s degree, Dick 
Olsen lives with his wife in Kew Gar- 
dens and spends his spare time golfing 


or skiing. 








WRGB 


puts your 
MESSAGE 


WHERE 
THE SALE 


BEGINS 

















Sales begin long 
before sales are 
made, and WRGB 
[: is there at 
the outset in the 
homes (> and on 
the minds of the 
people HEYA who 





can translate your 


message into sales. 


Sales begin here, too, because 
more and more manufacturers 
are discovering the test-market- 
ability of this Northeastern New 
York and Western New England 
audience. The thousands of engi- 
neers, skilled workers, farmers 
and their families who live here 
represent a wide cross section of 
preferences and tastes. And, the 
metropolitan, suburban and rural 
nature of this market further 
gives you an excellent sampling 
of modern America’s living 
habits. But, what really makes 
sales begin here is that WRGB is 
the number 1 voice and picture 
in this area. Let WRGB place 
your message where sales begin. 
Contact your NBC Spot Sales 
representative. 


WwRGB 


CHANNEL 
A GENERAL ELECTRIC STATION 
ALBANY @ SCHENECTADY @ TROY 
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THE 


LAUREL 
AND 


HARDY 


SHOW 
Gets Top Ratings On 


WAVE-TV Louisville 












Wire or phone 
Art Kerman 
today for Z 


availability 
in your market, \ 
GOVERNOR TELEVISION 
375 Park Avenue, N.Y.C. 
PLaza 3-6216 














WMAR-TV 


LEADERSHIP 


IN BALTIMORE'S 3-STATION MARKET 


MORE Homes Potential* 
WMAR -TV — 856,900 
STATION B — 757,500 
STATION C — 768,700 


*ARB— June, 1960 
MORE Audience 


THE JUNE 1960 NIELSEN TELE- 
VISION AUDIENCE REPORT 
AGAIN SHOWS WMAR-TV with 
Leadership, as the Baltimore station 
delivering MORE Share 
of Metro Audience! 
MORE Total Homes 
Reached! (225 Quarter- 
Hour Firsts in Ratings! 
262 Quarter-Hour Firsts 
in Homes Viewing!) 


























CHANNEL 2 
In Maryland Most People Watch 


MAR-TV 


SUNPAPERS TELEVISION 
Baltimore 3, Maryland 







Represented Nationally by 
THE KATZ AGENCY, INC. 
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Station salesmen calling on New York agencies one recent Thursday found 
| some 250 broadcast buyers “off and running” to Saratoga Race Track at 


Saratoga Springs, N. Y. The occasion was the sixth annual “Day at ihe Races 


sponsored by Capital Cities Broadcasting, operators of W-TEN and WROW 
| Albany, wPRO and wpRo-tv Providence and wtvp Durham. Four chartered 
airliners flew the guests from Idlewild Airport to Albany, where air-conditioned 
buses made the trek to the track. Cocktails and a buffet dinner followed the last 


race. Shown at luncheon in the clubhouse are (1. to r.) Jean Simpson of Grey 


Advertising Agency, Inc.; Dan Weinig, manager of wero Providence; Hope 
Martinez (counting her winnings) of BBDO, and Jim Kelly of Fletcher Rich- 
ards, Calkins & Holden, Inc. 


Spot St seinlasdilt Desink: sini Ws INTERNATIONAL MILLING co. 
(H.W. Kastor & Sons Adv. Co., Inc., 

GILLETTE RAZOR CO. Chicas) 

(Maxon, Inc., N. Y.) Availabilities were being looked into at 

As predicted here June 13, RIGHT press time for an early September start 

GUARD deodorant. a product Gillette’s in selected markets throughout the 

heen Satie for some Et  ¥ a, will regional marketing area of ROBIN HOOD 

get spot schedules in addition to the flour. Daytime minutes, with possibly 

coming network push, About four weeks some syndicated programming, will be 

of minutes slotted in male-audience used for 13-15 weeks. Media director 

periods will start early next month in Harvey Mann is the contact. 

about 25 top markets (which do not view ne : 

the advertiser’s weekly baseball telecasts INTERNATIONAL RESISTANCE 

on ABC-TV). Ray Stone is the timebuyer. Co 

THEO. HAMM BREWING CO. (Arndt, Preston, Chapin, Lamb & 

(Campbell-Mithun, Inc., Keen, Inc., Phila.) 

Minneapolis) Rather an unusual spot-advertiser, this 


maker of electrical resistors purchased 
An anticipated early-fall campaign from a one-shot quarter-hour program in a 
HAMM’s beer was reported as being group of top markets to inform those 
held off for a short while. Nighttime interested of the activities of a west coast 
minutes in the brew’s regular markets electronics convention. The filmed 


both in the midwest and on the west “highlights” show is slotted in evening 


coast should get under way next month. time in Los Angeles, Boston, Philadelphia, 
Head timebuyer Frank Rolfes is the New York and St. Louis. The Boston 


contact. and St. Louis shows are incorporated 


into local public-service programming, 

HASSENFELD BROS., INC. (and are commercial-less), but time 
(Grey Adv.. Inc., N. Y.) purchases were made in the other areas. 

: ye Terry Falgiatore is the broadcast buyer. 
As noted here last May 16, following a ’ 
brief summer hiatus HASBRO toys return WED = , . 
to their usual markets for the fall INTERSTATE BAKERIES 
campaign. About 20 areas start new CORP. 
schedules of filmed minutes in kid shows (Honig-Cooper & Harrington Adv., 
and daytime slots this week, with the . > "4, 
placements running to the holiday season. San Francisco) 
Jerry Rettig is the timebuyer. For its BLUE SEAL bread, this baker is 
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using spot schedules on KRON-TV, 

KPIX and KGO-TV San Francisco, KTVU 
Oakland, KXTV and KCRA-TV 
Sacramento and KVIP-TV Redding. Strong 
frequencies are in support of print and 
radio schedules. Timebuyer Clarice 
McCreary is the contact. 


JACK-BUILT TOY MFG. CO. 
(Edward S. Kellogg Co., Los 
Angeles) 

Joining the influx of major toy concerns 
to the spot medium during the pre- 
Christmas season is the maker of SNAP 
TRAINS and associated items. About 

15 key markets across the country get 
minutes in kid shows with live-personality 
hosts for 13 weeks from a mid-September 
start. Tv-radio director Wally Seidler 
and media director Sue James are the 
contacts. 


Agency Changes 


Account switches settled down from the 
multi-million-dollar moves of mid-summer, 
with smaller firms that often are important 
users of tv taking the spotlight. Among 
them: 

D'Arcy Adv. Co. was awarded the entire 
Turtle Wax, Inc., account—including car 
waxes, upholstery cleaners, Penny Shine 
shoe polish and other products—after work- 
ing on Parti-Day food toppings which the 
Turtle Wax company bought last year. Boz- 
Il & Jacobs, Inc., was the firm’s agency 
since late 1958. Billings are currently about 
$200,000, but reportedly will be increased 
greatly next year for the introduction of 
several new products, 


Firth Carpet Co., recent sponsor of half- 








Media supervisor Bob Palmer at 


Cunningham & Walsh, Inc., New 


York, works on American Cyanamid, | 


Jaguar cars and other accounts. 

hour filmed programs in a group of markets, 
moved from W. B. Doner & Co., Inc., to 
Arndt, Preston, Chapin, Lamb & Keen, Inc., 
and will be handled from the agency’s New 
York office. 


Waterman-Bic Pen Corp. named Ted 


Bates & Co., Inc., to succeed Kastor, Hilton, | 


Chesley, Clifford & Atherton, Inc., in the 
most recent of several agency changes in 
the past few years. 

KHCC&A, however, added the 461-store 
Grand Union Co. food chain that operates 
in 10 eastern states. L. H. Hartman Co. was 
the previous agency. 

Penick & Ford announced that next Janu- 
ary will see Grant Adv, Inc., take over on 
Swel Frosting mix and Davis baking pow- 
der from Croot & Brant, Inc. Grant has a 
number of other P&F products. 
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Shortly before a luncheon presentation on KGO-TV’s progress and fall pro- 


gramming plans for its San Francisco market, the station’s general manager 


David M. Sacks (l.) and sales manager Russ Coughlan—both in bright gold 
coats “to meet the New York idea of how Californians dress”- 
broadcast buyers Harold Veltman, Polly Allen and Byron Chandler of J. Walter 


Thompson Co., Inc. Following nine presentations before media groups in New 


York, the KGO-TV executives stopped off at Chicago for a showing to 150 | 


agency people there before returning to the coast. Of particular interest to many 


of the buyers was a preview of The Charley Horse Show, a kid program new | 
to KGO-TV this fall that succeeded in getting laughs from the adults. 
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FREE 
STOCK 


IN COLUMBUS INDUSTRY! 





ESTIMATE TV HOMES IN NEW 


’ 
ul 
/ 
/ * 
/ 


COLUMBUS, GA. 
COVERAGE AREA! 


WTYM moves to Channel 9 in September 

. with 316,000 watts power . . . broad- 
casting from a tower whose beacon is 
1,760 feet above mean sea level . . . located 
16 miles southeast of Columbus, Georgia. 


We invite vou to estimate the total number 
of TV homes we will cover! Closest esti- 
mate will receive 10 shares of stock in Tom 
Huston Peanut Company, Columbus! Every 
entry will receive a souvenir gift box of 
Tom Huston products! 

All entries must be in Columbus not later 
than Sept. 15—in case of ties the entry 
with earliest postmark will win. 

Write your estimate on a postal card, with 


your name and address. Send to Depart- 
ment “Wow!”, WT VM, Columbus, Georgia. 


CHANNEL 9 





COLUMBUS, GA. 


Call your 


ADAM YOUNG 


man for availabilities 


tne bee cmemen 6 te bomen: 





1 Peusee OF Marne Meares 


Ask about availabilities on 


WTVC CH. 9 Chattanooga, Tenn. 


The #1 night-time station 
in Chattanooga! 
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V. LA ROSA & SONS, INC. 
(Hicks & Greist, Inc., N. Y.) - 
The introduction on SPACE WHEELS, 
a new macaroni product shaped like 
flying saucers, which began in New York 
(June 27 Spot Report) has been expanded 
to include Albany-Schenectady, Hartford- 
New Haven, Philadelphia, Providence, 
Chicago, Milwaukee, Pittsburgh, Boston, 
Miami and Jacksonville-Tampa-St. 
Petersburg. Kid show minutes are utilized. 
Len Soglio is the timebuyer. 


LION OIL DIV., Monsanto 
Chemical Co. 

(French Adv., Inc., St. Louis) 
Using a new technique involving paper 
silhouettes and line drawings, this agency 
prepared a series of 20-second voice-over- 
slide spots currently being seen in eight 
southern states—Arkansas, Tennessee, 
Mississippi, Louisiana, etc.—where the 
LION oil brand has distribution. Media 
director Arthur Prell is the contact. 


MARS, INC, 

(Needham, Louis & Brorby, Inc., 
Chicago) 

Out of spot for a considerable length of 
time, this candy-maker reportedly plans a 
return this October, using minutes in 
afternoon and evening kid shows. The 
campaign should cover a large number of 
top markets. Media director B. Blair 
Vedder Jr. is the contact. 


MINUTE MAID CORP., Snow 
Crop Div. 

(KHCC&A, New York) 

At press time, approval was being awaited 
on a market list for new schedules on 

the improved SNOW CROP concentrated 
orange juice introduced last spring. One 
midwestern market was okayed and set, 
with more to come, Filmed minutes, 20's 
and ID’s are used. Beryl Seidenberg is 
the timebuyer. 


PETER PAUL, INC. 
(D-F-S, New York) 


Schedules on MOUNDS and ALMOND 
JOY start next month for about 10 weeks 
in a good many top markets. As was 
done last year, network spot carriers are 
getting a large share of the budget, but 
prime-time 20’s and non-prime minutes 
in light frequencies are utilized spot- 
wise for extra effort. Joe Devlin is the 
timebuyer. 


PEZ-HAAS, INC. 
(Hicks & Greist, Inc., N. Y.) 


As noted here last May 2, this maker of 
PEZ candies follows the summer quiet 
period with a major fall campaign. Buying 
was under way at press time in about 
the regularly-used 20 top markets, 
primarily in the northeast part of the 
country, but with a few in Florida, the 
midwest and elsewhere. Live-personality 
minutes in kid shows are used. Mort 
Reiner is the timebuyer. 





shaping paper silhouettes and 
placing them next to roughly 
drawn stylized sketches. A typi- 
cal spot shows (slide 1) the rear 
of an automobile, (slide 2) the 
front of the car, (slide 3) the en- 
tire car and (slide 4) the car plus 
the Lion logotype. An off-camera 
announcer voices-over: “If your 
car needs service at the back . . . 
at the front . . . or anywhere be- 
tween . . . look for a Lion Oil 
service station.” 








time. A second series of spots for future use is in production. 


‘Paper-Doll’’ Commercials 
Perhaps you're crazy if you think tv spots can be made cheaply. At 
least you should be cutting out paper dolls. 
And, in St. Louis, French Advertising, Inc.. found that doing just 
that—cutting out paper dolls—was the solution to the problem of mak- 
ing inexpensive commercials for client Lion Oil Co. 


Art work for a series of 20-second announcements was prepared by 





This and other spots for the company’s gas and oil, lubrication, rest 
rooms and motor additives are currently being seen in eight southern 
states. George Johnson, French’s creative vice president, notes that the 
total cost of 12 spots amounted to about two per cent of the entire tv 
budget. He feels the soft-sell techniques employed will lengthen the life- 
span of the commercials, with both this fact and the low original invest- 
ment enabling the client to put more money toward the buying of tv 
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PHARMA-CRAFT CORP. 
(Daniel & Charles, Inc., N. Y.) 


The maker of FRESH deodorant set 
schedules early this summer for about 
nine weeks and then extended some of 
them for four weeks longer where 
warranted. Some markets get another 
four weeks of night minutes and 20's 
beginning at issue date, with warm- 
weather markets most likely to be used. 
Doris Gould is the timebuyer. 


RAPID RELAYS, INC. 

(direct, Mansfield, Ohio) 

According to a release from this firm, it 
will set heavy schedules of “prime-time” 
tv spots in key markets next month to 
introduce “a new automotive device.” 
Additional markets will get placements in 
October and November, with minutes set 
next to sports and news programs and 

in late movies. Company address is 146 
Orange St. 


RED L FOODS CORP. 
(Smith/Greenland Co., Inc., N. Y.) 
Having become an important spot 
advertiser in a regional area in a very 
few months, RED L frozen seafood dinners 
bought into the Olympics on WCBS-TV 
New York and reportedly is lining up 
“heavy fall spot tv buys in all major 
markets in the northeast.” Off-beat spots 
are used. Media director Les Towne 

is the contact. 


SESAKRAFT, INC. 

(Olian & Bronner, Inc., Chicago) 
For SESAME CHIPS, (a product similar 
to a potato chip, but made from sesame 
seeds), the agency has been considering 
spots in a group of selected markets. 
Minute films in evening time-slots will run 
for an undisclosed length of time. 
Media director Kay Kennelly is the 
contact. 


W. A. SHEAFFER PEN CO. 
(BBDO, Chicago) 


At issue date the fall back-to-school push 


(Continued on page 62) 





Vera Brennan, media supervisor at 
SSC&B, accepts one of the door 
prizes awarded during the Radio and 
Television Executive Society annual 
Fun Day from Cliff Botway, Ogilvy, 
Benson & Mather media supervisor. 
The RTES party was held this year at 
the Pelham (N. Y.) Country Club. 





Two groups of San Francisco advertising agency people were brought to Sacra- 
mento recently by Kxtv for a tour of that station’s newly remodeled building 
and to attend festivities. Some of the winners at the parties are shown above. 
Seated is Ellie Nelson, BBDO, and standing from lI. to r., are Dick Hogue, vice 
president and general manager of Kxtv; Mac Chandler, BBDO; Mike Kirby, 
Young & Rubicam; Bev Kircak, BBDO; Don Kearney, director of sales, Corin- 


thian Broadcasting Co., and Jim Osborn, general sales manager of KXTV. 





Have you seen the new 


SPOT TELEVISION PROMOTION HANDBOOK? 


This 60-page guide for station promotion managers is based on field 
interviews with advertisers and agency people who make the buying 
decisions, analyzes their viewpoints, practices and information needs, 
and discusses the role of promotion in selling spot TV. 


Some typical chapter headings: | 
Who participates in spot TV time buy- 


ing I 
What the men who select stations say | 

they want to know about TV markets, ae 

stations and programs. \ -T gt 


How to reach the people who influence |/ srot recevisipn promorion nanpsooK 





time buying. | a | 
] i ' 
-F 
Shows how proper use of the tools of sell- I— i al ' 
| ic i 
ing can increase spot sales volume. = 8 i 








Be sure to ask your SRDS representative to show you this new guide- 
book—or drop him a line right now. 


SRDS STANDARD RATE & DATA SERVICE, INC, 


the national authority serving the media-buying function 
C. Laury Botthof, President and Publisher 
5201 Old Orchard Road, Skokie, Illinois @ New York @ Atlanta @ Los Angeles 



















fugust 22, 1960, Television Age 57 














SP 


In Chicago 
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..- Meigs Field, a man-made island on the lake front, is the 
busiest single-runway airport in the world. Here you'll find 
helicopter service to major airports; private flights; and sched- 
uled airline departures—only three minutes from the “Loop.” 











In Chicago 


WGN 


TELEVISION 


—owned and operated by 


Chicagoans—is dedicated to 
quality programming and 


community service. 


WGN IS CHICAGO 


Quality » Integrity * Responsibility 
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BALTIMORE 





3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Johnny Midnight* (MCA) WBAL-TV 
Wed. 10:30 act 

Huckleberry Hound (Screen Gems) 
wsz-Tv Fri, 5:30 “ 
Shotgun Slade (MCA) WMAR-TV Sat. 7 
. Border Patrol (CBS) wsz-tTv Sun. 5:30 
Death Valley Days (U. S. Borax) 


WMAR-TV Sat. 6:30 ......... ewevseecece 


Popeye (UAA) wsz-Tv Sat., Sun. 4:36 
Lock Up (Ziv-UA) WBAL-TV Sun. 10:50 
Popeye (UAA) wiz-TV M-F 5 

Navy Log (CBS) wMaR-TV Sat. 6 
Jeff's Collie (ITC) WBAL-TV Sat. T 
Play of the Week* (NTA) WBRAL-TV 
Sat. 9:30 bs 

Quick Draw McGraw (Screen Cems) 
wsz-Tv Wed. 5 . ° 
Silent Service (C WBAL-TV Mon. 7 
Woody Woodpecker (Burnett) ws7z-Tv 
Mon. 5:30 
Science F 
WBAL-TV 












m Theatre (Ziv-UA) 
4 





TOP FEATURE FILMS 
Big Movie WMAR-TV Sat. 10:30-2 a.m 
Early Show wsz-Tv Sun. 6-7:15 
Late Show wiz-tv Fri. 11:15-12:45 a.m 
Early Show wsz-tv Fri. 6-7:15 
Sunday’s Double Feature WBAL-TV 
Sun. 12:30-3:30 


Gunsmoke WMAR-TV .. eee 
Wagon Train WBAL-TV 


TOP NETWORK SHOWS 


. Perry Mason WMAR-TV 


Hawaiian Eye wJz-Tv 

The Real McCoys* wsz-tTv 

Red Skelton WMAR-TV . 
Have Gun, Will Travel WMAR-TV 
Ed Sullivan WMAR-TV 
Summer On Ice* WBAL-TV 
Alfred Hitcheock WMAR-TV 


NEW ORLEANS 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Border Patrol" (CBS) wwtL-tv Sat. 9:30 


Mike Hammer* (MCA) wwL-tv Fri. 9:30 


Whirlybirds* (CBS) wpsvu-tv Thu. 9:30 


Sea Hunt (Ziv-UA) wosu-Tv Tue. 9:30 
Coronado 9 (MCA) wpsu-Tv Tue. 10 


Manhunt (Screen Gems) wpsu-Tv Mon. 10 


Lock Up (Ziv-UA) wwt-Tv Fri. 7:30 
Shotgun Slade (MCA) wopsvu-Tv Thu. 10 
Tombstone Territory (Ziv-UA) 

WWL-Tv Wed. 10 

This Man Dawson* (Ziv-UA) 

wpsu-Tv Fri. 10 

Science Fiction Theatre (Ziv-UA) 
wpsu-Tv Tue. 10:30 


Deadline (Flamingo) wpsvu-Tv Mon. 10:30 


Meet McGraw (ABC) wpsvu-tv Sat. §:30 
U. S. Marshal (NTA) wopsv-Tv Wed. 10 
Huckleberry Hound (Screen Gems) 
wosc-tv Thu. 5 


TOP FEATURE FILMS 
Morgus Presents WWL-Ty Sat. 10-11:30 
Roy Rogers Feature wpsv-tTv 
Sat. 7:30-8:30 a.m. : 
Sunday Spectacular WwL-Tv 
Sun. 10:30-12 mid. 

Falstaff Theatre wpsv-Tv 
Sat. 10:15-12:45 a.m. 
Sunday Matinee wpsv-Tv Sun. 4:30-6 


TOP NETWORK SHOWS 
Wagon Train wpdsvu-tv . ene ‘ 
Gunsmoke WWL-TV 

Red Skelton wwtL-Tv 

Garry Moore WWL-Tv 

Summer On Ice* wopsvu-tTvy 

Have Gun, Will Travel wwi-Tv 

Danny Thomas wWWL-Tv 
Father Knows Best wwt-tv 
Ann Sothern WwL-Tv 

Perry Mason WWL-TV 


“Indicates programming changes during four 
period. Ratings for one week are given 
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ARB City-by-City Ratings June 


CINCINNATI 


3-Station Report 
(four-week ratings) 


‘(NDICATED FILMS 


wo 


11. 
12. 


14. 


wo te 


© 


~ 








S. Marshal (NTA) wepo-tv Thu. 10 


nm 


Lock Up* (Ziv-UA) wtuw-t Thu. 10 


Silent Service (CNP) wero-Tv Sat 





The Playhouse* (ABC) wLw-t Fri. 10:3 
TOP FEATURE FILMS 


Ladies Home Theatre wKRC 


1 
) 
3 
4 
5 


Gold Cup Theatre wiw 


TOP NETWORK SHOWS 








PITTSBURGH 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


a 


TOP FEATURE FILMS 


ee 


6 P.M. Adventure WTAE Mon. 6-7:1: 


TOP NETWORK SHOWS 


nm w 


What's My Line KDKA-TV 


Have Gun, Will Travel KDKA-TV 


oo 








CLEVELAND 


3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Grand Jury (NTA) waw-tTv Sat. 10:30 

U. S. Marshal (NTA) wews Fri. 10:30 
Man Without a Gun (NTA) WEws 

Thu. 10:30 ee o+eeee er 
Phil Silvers* (CBS) Kyw-Tv Thu. 10:30 
Johnny Midnight (MCA) wiw-Tv 

Mon. 10:30 4 . . : 
Hucklebedry Hound (Screen Gems) 

KYW-TV Mon. 7 er we ae 
Coronado 9* (MCA) Kyw-tTv Wed. 10:3¢ 
Ten-4 (Ziv-UA) Kyw-tv Thu. 19:30 
Brave Stallion (ITC) Kyw-Tv Tue. 7 
Adventures of Jim Bowie (ABC) 
WEws Sun. 6:30 


Woody Woodpecker (Burnett) KUW-TV 

Thu. 7 . ° 
Shotgun Slade* (MCA) wWeEws Sun. 10:30 
Lock Up (Ziv-UA) Kyw-tTv Sun. 10:30 
Dial 999* (Ziv-UA) wews Wed. 10:30 
Decoy (Official) Kyw-Ty Sat. 7 


TOP FEATURE FILMS 


Nite Movie wsw-Tv Sat. 11:30-1:30 a.m 
Nite Movie wsw-Tv Fri. 11:30-12:45 a.m 
Early Show KYW-TV Mon. 5:15-6:30 
Early Show Kyw-tTv Fri. 5:15-6:30 
Masterpiece Theatre Wiw-Tv Sun. 6-7:15 


TOP NETWORK SHOWS 


Wagon Train KYW-TV 
Gunsmoke WJW-TV 

77 Sunset Strip* wrews 
The Real McCoys wWEews 
The Untouchables wews 
Red Skelton wsw-Tv 
Hawaiian Eye WEews 
Bachelor Father KYW-TV 
Summer On Ice* KYW-TV 
What’s My Line wiaw-tv 


PORTLAND, ORE. 
3-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Death Valley Days (U. S. Borax) 
KOIN-TV Sat. 9:30 


Rescue 8* (Screen Gems) KGW-TV 
Thu. 9:30 . 
Coronado 9* (MCA) KPTV Wed. 9 

Sea Hunt (Ziv-UA) KGew-Tv Fri. 10 
Huckleberry Hound (Screen Gems) 
KGW-Tv Thu. 6:30 os eves 
Phil Silvers (CBS) KoIN-TV Mon. 10 
Success Story (ITC) KGw-tTv Wed. 7 
Interpol Calling (ITC) KOIN-TV Tue. 10 
Shotgun Slade (MCA) KOIN-TV Sat. 10 ° 
Highway Patrol (Ziv-UA) KOIN-TVv Thu. 10 
Not For Hire (CNP) KpTv Wed. 10 
Award Theatre (Screen Gems) 

KOIN Tv Fri. 10 . 

You Asked For It (Crosby /Brown) 

ee we. © ow aes cus bcee 

State Trooper (MCA) KGw-Tv Sat. 10 
Quick Draw McGraw (Screen Gems) 
KGW-Tv Wed. 6:30 


TOP FEATURE FILMS 
Big Show KGw-Tv Sun. 11-12:30 a.m 
Movie 12* KpTv Fri. 11:15-12:45 am 
Armchair Theatre KOIN-TV Sat. 1:15-2:30 
Showtime on 6 KOIN-Tv Sat 
10:45-12:30 a.m. SS OPery es 
Showtime on 6 KOIN-TV Wed 
10:45-12 mid. 


TOP NETWORK SHOWS 
Garry Moore KOIN-TV 
Gunsmoke KOIN-TV 
What’s My Line KOIN-TVv 
Red Skelton KOIN-TV 
Perry Mason KOIN-TV 
Summer On Ice* KGW-TV 
Danny Thomas KOIN-TV 
Wagon Train KGW-TV 
The Real McCoys KPTV 
Cavaleade of Sports KGw-Tv 
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COLUMBUS 
3-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
Mike Hammer (MCA) WTVN-TV Sat. 10:30 

Hucklebrry Hound (Screen Gems) 
wove-8y Tie, Gee i edna cib.wewedees 
Death Valley Days (U. Ss. Borax) 
WBNs-TV Sun. 9:30 
Not For Hire (CNP) wTtvNn-Tv Fri. 10:30 
U. S. Marshal (NTA) wrvn-tv Thu. 10:30 
Whirybirds (CBS) wtvn-tv Thu. 7 
Sea Hunt (Ziv-UA) WBNs-TV Mon. 7:30 
Three Stooges (Screen Gems) 
WLw-o Sat. 9 a.m Sue 
This Man Dawson (Ziv-CA) WBNS-TV 
Fri. 8:30 
Phil Silvers* (CBS) wiuw-c Thu. 10:30 


Johnny Midnight (MCA) wLw-c Sun. 10:30 


Cannoball (ITC) wTvN-TV Mon. 7 
The Honeymooners (CBS) WRNS-TYV 
Thu. 7:30 : 
Quick Draw McGraw (Screen Gems) 

WTVN-TV Tue. 6:30 ..... ° caee 
State Trooper (MCA) wtvN-tTv Fri. 7 





TOP FEATURE FILMS 
Paramount Theatre* wiuNs-Tv Wed. 7:30-9 
World’s Best Movies wTtvN-TV 
Bat, 20:S0-ES2E8. 6.0 .acesceses . 
ld Cup Matinee WLW-c Wed. 5-6:30 
Gold Cup Matinee wLw-c Thu. 5-6:30 
Armchair Theatre* wBNs-tTv Wed 
11:15-1:30 a.m, sas 
Tv Home Show wtvn-tv Fri 
11:15-12:30 a.m 





TOP NETWORK SHOWS 
Gunsmoke WBNS-TV .......02see0e055 
77 Sunset Strip WTVN-TV 
The Real McCoys WTVN-TV 
Red Skelton WBNS-TV 
I've Got a Secret* WBNS-TV 
U. S. Steel Hour* WBNs-TV 
Wagon Train WLW-C .......... 
Have Gun, Will Travel WBNS-TY 
Garry Moore WENS-TV 
The Untouchables WTVN-TVv 


TOLEDO 
2-Station Report 
(four-week ratings) 

TOP SYNDICATED FILMS 
Phil Silvers (CBS) wrot-Tv Fri. 8:30 

Huckleberry Hound* (Screen Gems) 
wern-tv The. 6 .n.ccccsesss os 
Johnny Midnight (MCA) wsPpp-TV 

Thu. 10:30 
Sea Hunt. (Ziv-UA) wsrp-tv Tue. 7 
Tombstone Territory (Ziv-UA) 
WSPD-TV Mon. 7 





Popeye (UAA) wspp-Tv M-F 5 .........-- 


Three Stooges (Screen Gems) WTOL-TV 
Mon.-Sat. 6:30 .. ccveeseene 
Death Valley Days (U. 8. Borax) 
wspp-Tv Sun. 7 ° eee esece 
Lock Up (Ziv-UA) wro.-tTv Sat. 7 
Science Fiction Theatre* (Ziv-UA) 
Were-Ev OU. OtEG  ccticcwasecksccvas 
. Grand Jury* (NTA) wspp-Tv Thu. 7:36 
Woody Woodpecker (Burnett) 
wspp-Tv Fri. 6 


WsPp-Tv Wed. 6 





Four Just Men (ire). Wspp-Tv Tue. 10:30 


Manhunt (Screen Gems) WTOL-TV 
Thu. 7:30 


TOP FEATURE FILMS 
Family Theatre* wroL-Tv Wed, 7:30-9:30 
Big Show* wToL-Tv Sun. 5-6:30 
Hollywood Spectacular WTOL-TV 
Sat. 10:45-12:30 a.m. ........0e0- = 
Late Show wspp-Tv Fri. 11:30-1:15 a.m. 
Big Show wTrou-Tv Mon, 5-6:30 


TOP NETWORK SHOWS 
Red Skelton WTOL-TV 
Garry Moore WTOL-TV 
Gunsmoke WTOL-TV 
Danny Thomas WTOL-TV ...... 
I've Got a Secret* wsPp-TV 
The Real McCoys wsPp-TVv 
Cheyenne WSPD-TV 


Father Knows Best wWToL-Tv 
Perry Mason WTOL-TV 
The Untouchables wsPp-Tv 
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ARB City-by-City Ratings June 1960 


DALLAS-FT. WORTH 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Death Valley Days (U. 8S. Borax) 


KRLD-TV Sat. 9:30 ..... TORT Ty, 
Frontier* (CNP) WBAP-TV Thu. 9:30 .....15. 


Tombstone Territory (Ziv-UA) 
WFAA-Tv Tue. 9:30 ....... apeoene -10 
Woody Woodpecker (Burnett) KFJz-TV 


BBem. © cccccdcccvcccescccvesccvessses 10.2 


Huckleberry Hound (Screen Gems) 


mpse-ev The. 6 .ciccccnssics . 9.9 


Quick Draw McGraw (Screen Gems) 
KFJZ-TV Tue. 6 ...... ° . 9 


Coronado 9 (MCA) WBAP-TV Tue 9:30 .. 
Amos ’n’ Andy (CBS) Krsz-tTv M-F 5:30 
Susie (ITC) Krsz-TvV M-F 5 

Whirlybirds (CBS) Krsz-tv Wed. 8 

Border Patrol (CBS) Krsz-Tv Wed. 8:30 
Rough Riders (Ziv-UA) wraa-tv Thu. 6:30 
Pony Express (CNP) Krip-tv Thu. 7:30 » @ 
Adventures of Jim Bowie (ABC) 

KFIJZ-TV Fri. 6 6 


San Francisco Beat* (CBS) KFrsz-Tv Thu. & 6 


TOP FEATURE FILMS 


Gold Award Theatre KFJz-Tv Sat 


10:30-12 mid. ....... oe 7.3 


Saturady Showcase WBAP-TV " Sat 5-6:30 . Yi 
Gold Award Theatre KFsz-Tv Sun. 4-6 t 
Clark Gable Theatre* KFIJZ-TV 

Tue. 7:30-9:30 ... one eT eer TTT Te 6 


Million Dollar Matinee Krsz-Tv Sun. 1-3 .. 5.5 


TOP NETWORK SHOWS 


Gunsmoke KRLD-TV ....... . soeeh 
Wagon Train WBAP-TV .... . . FE 
Have Gun, Will Travel KRLD-TV .31 
Garry Moore KRLD-TV ..... 31 


The Rifleman wraa-Tv 
What's My Line KRLD-TV 
Summer On Ice* WBAP-TV 
Red Skelton KRLD-TV ...... 
The Real McCoys WFAA-TV 
Cheyenne WFAA-TV .. -e . 27 


TULSA 
3-Station Report 
(four-week ratings) 


TOP SYNDICATED FILMS 


Coronado 9* (MCA) koTv Sat. 9:30 .. . 24.5 
Mike Hammer (MCA) KTUL-TV Thu. 9:30 .20.5 
Johnny Midnight (MCA) Kory Sat. 7:30 .13 
The Vikings (Ziv-UA) Kotv Wed. 8 ... 13 


Manhunt (Screen Gems) KVOO-TV Mon. 8:30.12 
Huckleberry Hound (Screen Gems) 
KTUL-TV Thu. 6 .. ° ceoeeke 


Quick Draw McGraw (Screen Gems) 
GEOG Wee. DB occ ce cckancde occvekl, 
Sea Hunt (Ziv-UA) KTUL-TV Tue. 9:30 ...11 
Lock Up (Ziv-UA) kKotv Fri. 7:30 Sean 

. Whirlybirds (CBS) Kvoo-Tv Thu. 7 ....... 11 
This Man Dawson (Ziv-UA) Kvoo-TY 
Thu. 9:30 . - as o28® 
Woody Weslnedher (Burnett) KTUL-TV 
ee. DO cues ae he 9 
Four Just Men* (ITC) KoTv Fri. 9:30 - 9.3 
Highway Patrol (Ziv-UA) Kvoo-TVv 
M-F 65:30 ... o. . oe ee ss mee 
Three Stooges (Screen Gems) KOTY 
See. B28 saws 8 

TOP FEATURE FILMS 
Shirley Temple Theatre KoTV Wed. 6:30-8 .15 
Hollywood Showtime* KOTV 
ils BOOP Ee Lee BM sees iweedecanaes 12 
Movie For Sunday Afternoon KoTV 
Be. BBIEe ccccseecscctasons 9. 
Hollywood Showtime Korv 
Mon. 10:30-11:45 .. hanes 6 oese 8B 
Award Theatre KoTV Sat. 11-12:45 a.m. ... 7.4 
TOP NETWORK SHOWS 

Gunsmoke KOTV ..... .38 
Garry Moore KorTv dane oul x. 3 
ee. See” NY ca wecdasdiccianee cooedhs 
Wagon Train KvoOo-TV . Rawicow - «39.3 
Have Gun, Will Travel Kory ............ 29 
What’s My Line Korv oovehoue 27 
I've Got a Secret KOTV .... ° Perry: | 


Perry Mason KOTV .. ef 24 


Summer On Ice* KVOO-TV 
The Untouchables KTUL-TV 
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MINNEAPOLIS-ST. PAUL 
4-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 


Death Valley Days (U. 8. Borax) 

weco-Tv Sat. 9:30 ...... . 28 
Border Patrol* (CBS) KstTPp-Tv Thu. 9:30 ..19.% 
Roy Rogers (Roy Rogers Synd.) wcco-Tv 

Sat. 11 B.M. ccccccceses ee 12 
Sea Hunt (Ziv-UA) wtcn-tTv Thu. 9:30 12 
Huckleberry Hound (Screen Gems) 

weco-Tv Tue. 6:30 ation . ll 
Woody Woodpecker (Burnett) woco-Tv 

Thu. 5. . 10 
Lock Up (Ziv-UA) Kstr-tTv Wed. 9:30 9 
State Trooper (MCA) KsTP-TV Sun. 10:36 9.2 
This Man Dawson (Ziv-UA) KsTP-TVv 

Tue. 9:30 .. 8.6 


Not For Hire (CNP) weco-tv Tue. 16:30 8.3 
Quick Draw McGraw (Screen Gems) 

wooo-Tv Wed. 5 7 
Award Theatre* (Screen Gems) KsTP-TV 


Sun. 9:30 7 
Grand Jury (NTA) weco-tv Tue. 7 7.3 
Manhunt (Screen Gems) KsTP-Ty Sat. 16:30 ¢ 


Bozo the Clown (Jayark) wcco-Ty 
Sat. 10:30 a.m 6 


TOP FEATURE FILMS 


Crities Award Theatre woco-Tv 

Sat. 16:30-12 mid o 16 
Movie Spectacular WTcNn-1V¥ 

Sat 10:30-12:30 a.m 7 
Gold Award Theatre weco-Tv Fri 

10:30-12 mid 6 


Movie Spectacular wWTcN-1Vv 

Fri. 10:30-12:45 a.m 5 

Movie Spectacular wWTcN-TVv 

Sun. 10:30-12:15 a.m 2 
TOP NETWORK SHOWS 

Garry Moore wcoco-Tv ; 

Gunsmoke Wcco-TV ‘i i 

Wagon Train KsTP-TVv 

Red Skelton wceoo-Tv 

What's My Line woco-tv 

Welk’s Dancing Party wron-1v 

Summer On Ice* KsTP-TV 

Perry Mason wcco-Tv .. 24 

The Price Is Right KsTP-Tv 22 

The Untouchables wron- 


WHEELING-STEUBENV ILLE 


2-Station Report 
(four-week ratings) 
TOP SYNDICATED FILMS 
Tombstone Territory (Ziv-UA) wsTv-TVv 
Sat. 10:30 . sks wt a7 
Four Just Men* (ITC) wrrr-tyv Thu. 10: 
Sea Hunt (Ziv-UA) wrrr-tv Sun. 10:30 








Death Valley Days (U. S. Borax) 

wTtrr-ty Sun. 7 .. 18 
U. 8S. Marshal* (NTA) wrrr-rv 

Wed. 10:30 .. ° . i4 
Highway Patrol (Ziv-UA) wrrr-tv M-F 5 11 
Popeye (UAA) wTRF-TV M-F 6:30 10.7 
Sherlock Holmes* (Guild) wstTv-Tv 

Sun. 3:30 .. ° 10 


Life of Riley (CNP) wrrr-tv Tue.-Fri. ¢ 10 


Brave Stallion (ITC) wrer-tv Fri. 5:30 9 
Huckleberry Hound (Screen Gems) 

WTRF-TV Thu. 5:30 9 
Quick Draw McGraw* (Screen Gems) 

WTRF-TV Tue. 5:30 4 
Navy Log (CBS) wrrr-tv Tue. 10:30 9 
Woody Woodpecker (Burnett) wtrr-Tv 

Wed. 5:30. 8 


Bugs Bunny (UAA) wrrRr-tv Sat. 9 a.m 7 
TOP FEATURE FILMS 

First Run Movie wstv-Tv Thu. 11:30-1 a.m. 8 

Canyon Stone Theatre wsTv-Tv 

Wed. 11:30-1 am. . 7 

First Run Theatre wstv-Tv Sun 

11:30-12:45 am. .. 7 

First Run Theatre wstv-Tv Mon 

11:30-12:45 am. . 6.2 

Skyline Theatre wWTRrr-Tv Sun 

11:30-12:45 a.m. ... 


TOP NETW ORK SHOWS 


Gunsmoke WSTV-TV ... 40.5 
Wagon Train WTRF-TV .. 7 
Have Gun, Will Travel wsTv-Tv 4 
Summer On Ice* WTRF-TV 4 
Garry Moore WSTV-TV .. 32 
Loretta Young WTRF-TV . 32 
The Price Is Right WTRr-TV .... Srrrr. | 
Red Skelton WSTV-TV . 31 
Peter Gunn WTRF-TV 28 


Perry Como* WTRF-TV 28 
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WLBC-TV 


MUNCIE 


Middletown, U.S.A. 


WLBC-TV 


MUNCIE — 


Crossroads of the Middle West 





















WLBC-TV 


Cross-section of the nation 





| 
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WLBC-TV 


MUNCIE 


Test Market, U.S.A. 
and the Gateway to Sales 
in “the heart of Indiana” 


WLBC-TV 


Muncie, Indiana 
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Spot (Continued from page 57) 


on this firm’s pens kicks off in 52 

top markets, with minute filmed spots 
continuing for five weeks. Russell Tolg is 
the buying contact. 


STANDARD BRANDS, INC. 
(Ted Bates & Co., Inc., N. Y.) 


The customary group of top markets 
reportedly gets strong frequencies of day 
and night minutes with some 20's to 

start late this month on a number of 
products — including FLEISCHMANN’S 
and BLUE BONNET margarines and 
ROYAL desserts. The schedules are 

for about 10-13 weeks. Bob Dekker 


is the timebuyer. 


SWIFT & CO. 

(D-F-S, Chicago) 

There was word that renewal activity 

was on for PARD CRUNCHERS dog 
food, with the current schedules winding 
up in October as the company’s fiscal 
year ends. Filmed minutes and 20's 

will be set in the same markets used in 
the past, numbering about 52 at present. 
Marianne Lixie is the timebuyer. 


TIDEWATER OIL CO. 

(Foote, Cone & Belding, Inc., L. A.) 

A new campaign geared to break the 

middle of September and run through the 

presidential-election period will feature 

a political theme for FLYING A gasoline. 

The chief target area is to be centered 

on top eastern cities such as Washington, 
altimore, Boston, Philadelphia and 

others. Schedules of filmed spots in all 

lengths will start in light frequency, 

then increase to saturation strength by 

Nov. 8. Male-audience periods will be 

used. Media director Gene Duckwall is 

the contact. 


Buyers’ Check List— 


New Stations 


KSOO-TV Sioux Falls, channel 13, went on 
the air July 31. Station, represented by 
Avery-Knodel, Inc., is an NBC-TV primary. 
(For additional details, see July 11 issue.) 


WLBW-TV Miami, channel 10, expects to 
take over operation of that channel on 
Sept. 16, following the FCC’s decision 
terminating operation of wpst-tv by Pub- 
lic Service Television, Inc. The new station, 
B. Wilson, Inc. (owner of 
wcky Cincinnati) has appointed H-R Tele- 
vision, Inc., as national sales representative, 
effective immediately. Charles H. Topmiller, 
president of the Wilson company, will also 


owned by L. 


serve as general manager of WLBW-TV. 
Thomas A. Welstead, vice president in 
charge of eastern sales for wcKy, has been 
elected vice president in charge of all sales 
operations for Miami and Cincinnati. Net- 
work affiliation has been signed with ABC- 
TV. At press time, negotiations were under- 
way for the purchase of channel 10 facili- 
ties from Public Service Television. 


Station Changes 


wsav-tv Savannah, Ga., on July 23 in- 





At DCS&S, New York, Jeff Fine 
places broadcast schedules for Bor- 
Instant Mueller 


den’s coffee and 


macaroni products. 





WATERMAN-BIC PEN CORP. 
(Ted Bates & Co., Inc., N. Y.) 


Moving quickly with its newly-won 
account, the agency has set a heavy 
campaign in the Connecticut-Massachusetts 
area to introduce this firm’s line of BIC 
ballpoint pens. Originated in Europe and 
currently cornering 70 per cent of that 
market (and 50 per cent of the English 
market, where Bates affiliate Hobson & 
Bates handles the account), the pens 
feature a new ink that writes instantly, 
but requires neither cap nor retracting 
principle. With the highest-priced pen in 
the line selling at 69 cents, the Aug. 29 
start-date for the tv schedules aims for the 
back-to-school crowd. Filmed spots will 
run in kid shows, news programs, late 
movies, etc. to reach the entire family. 
A company spokesman said the introduction 
is a virtual certainty to expand to other 
markets. Paul Reardon is the timebuyer. 
creased power from 33.1 kw to 100 kw with 
tower height going from 370 feet to 480 


feet above average terrain. 


New Representatives 


KHSL-TV Chico, Calif., has appointed 


Headley-Reed, Inc., as national sales repre- 
sentative, effective immediately. 

wsoy-Tv Clarksburg, W. Va., has ap- 
pointed Avery-Knodel, Inc.. as national 
sales representative, effective immediately. 

WHIs-TV Bluefield, W. Va., has appointed 
Select Station Representatives as national 
sales representative, effective immediately. 


Network Rate Increases 


ABC-TV: 


<h 
w 
a) 
So 


wectv Tallahassee-Thomasville, from $2 
to $375, Aug. 15. 
CBS-TV: 

wetv Tallahassee-Thomasville. from $350 
to $375, Aug. 15. 


WHAS-TV Louisville from $1,000 to $1,150, 
Aug. 1. 


wyxt Jacksonville, Fla., from $800 to 
$875, Aug. 15. 
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The TELEVISION AGE Station Direc- 
tory is intended to supply up-to-date, 
basic information in a convenient, 
usable form. It is published semi-an- 
nually. Data appears in the following 
order: name of market, call letters, 
channel number, address of station, 
telephone number, rates for one hour, 
one minute and ID, network, whether 
or not station has video-tape recorder, 
two principal station executives with 
their titles and the name of the sta- 
tion representative. 

All of this data is furnished by the 
station in answer to questionnaires. 
Italics indicate stations not yet on the 
air. 

Abbreviations commonly used in 
this listing include: 
c commercial, chg charge, cls class, 


asst assistant, 


d director, g general, loc local, m 
manager, mng managing, nat na- 
tional, o owner, opertns operations, 
p president, pgm program, prom 
promotion, rgnl regional, res resident, 
serv service, sls sales, st station, vtr 
video-tape recorder, zn zone. 


ALABAMA 
Birmingham, WAPI-TV (13) Red Moun- 
tain 2. Fairfax 36141. AA hr $900, m 
$275, ID $125, NBC, ABC. Charles F. 
Grisham p & gm; Albert J. Gillen vp 
4 a d; Harrington, Righter & Parsons 


Bienen, WBRC-TV (6) Box 6007 Fe -- 
Red Mt. 9, rfax 2-4701. 


;Katz rep. 

a, WMSL-TV (23) 701 Bank St. 
Elgin 3-0361. A hr $150, m $35, ID $20. 
NBC, CBS. Frank Whisenant p & ; 
Bob Gleason sls m; Jack Masla rep. 

Dothan, WTVY (9) Cottonwood Rd, 5-2810. 
A hr $200, m $40, ID $20. CBS, ABC. 
F. E. Busby exec vp & gm; Art Creamer 
sls m; O'Connell rep. 

Florence, WOWL-TV (15) Box 600. Atwater 
27711. AA hr $200, m $50, ID $25. NBC, 
CBS, ABC. Dick Biddle p; Jack Worley 
st m; Bill Mapes nat sls m; Gill-Perna 
rep. 

Huntsville, WAFG-TV (31) 1000 Monte 
Sano Blvd. Je 9-1783. AA hr $175, m $35, 
ID $17.50. ABC. John A. Higdon, gm: 
Gene Harwell sis m; Weed rep. 

Mobile, WALA-TV (10) * Government St. 
Hemlock 3-3754. AA h r $500, m $110. ID 
$45. NBC. W. B. Pape ‘cme vp, gm: John 
E. Dixon nat sls m; Bolling, Clarke, 
Brown rep 

Mobile, W KRGTV (5) 162 St. Louis. Hem- 

lock 2-5505. hr $550, m $140, ID $70. 

CBS. C. P. ei Jr. vp, gm & sls m; 
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REPORT ON TELEVISION 
STATION FACTS 





Totals 
Total commercial stations: 532 
Total markets: 327 
Total estimated b&w tv sets: 51,- 
500,000 
Total estimated color sets: 600,000 











Avery-Knodel re 

Montgomery, Wo 'V-TV (20) Box 2505. 
Amherst 5-3561. AA hr $250, m $50, ID 
$25. CBS, ABC, Hugh M. Smith exec vp; 
Morris South loc sls m; Venard, Rintoul 
& McConnell, Ayers reps. 

Montgomery, WSFA-TV (12) 10 E. Delano 
Ave, zn 6. Amherst 51251. A : $500, 
AA m $125, ID $55, NBC, Carter — 
wick m dir; Bob Villar cm; ‘PGW 

Selma, WSLA’ (8) Land Line ‘Rd. Trinity 
2-0455. William J. Brennan gm; Felix 
Robinson sls m. 

ALASKA 

Anchorage, KENI-TV (2) Box 1160, 4th 
Ave. Ry eis 5-2201. A hr $150, m 
$30, ID $15. NBC, ABC, Alvin O, Bram- 
hy gm; William Stewart sls m; Day- 
Wellington and James Fietcher reps 

Anchorage, KTVA (11) Mt. McKinley PBlde. 
4th & Denali St. 5-4321. A hr $150, m $30, 
ID $15. CBS. A. G. Hiebert p & gm; 
‘Weed rep. 

wentente, KFAR-TV (2) Box 910, 2125. 

hr $150, m $30, ID $15. NBC, A 
= O. Bramstedt gm; Day-Wellington, 


rep. 
Weisbankea, KTVF (11) Third & Lacey, 
2468-3636, A hr $135, m $27, ID $13.50. 
CBS. John A, eo st & sls m; Weed, 


o-Tv 

Juneau, KIN Y-TV- 3). 231 S. Franklin 
Juniper 6-1800. A hr $60, m $12, ID $7.20. 
CBS. J. W. McKinley p & gm; Weed rep. 

—— 

Mesa, KVAR (See Phoenix). 

Phoenix, KOOL-TV (10) Sit W. Adams St. 
Alpine 3-3121, AA hr $625, m $120, ID 
$60. CBS. vtr. Tom Chauncey p & gm 
wn Morton vp & st m; Edens 


wheentc, KPHO-TV (5) 631 N. ist Ave. Al- 
pine 84511. A hr $450, m_ $100, ID $50. 
vtr, Richard B. Rawls vp & gm; Howard 
Stalnaker st m; Les Lindvig sls m; Katz 


rep. 

Phoenix, KTVK (3) 3435 N. 16th St. Am- 
hurst 65691. AA hr $600, m $135, ID 
$65. ABC, vtr. Burton B. LaDow st m; 
Wallace Imes sls m; Blair Television 
Assoc. rep. 

Phoenix-Mesa, KVAR (12) . % N. Central, 
Phoenix. Alpine 44161. hr $600, m 
$120, ID $60, NBC. vtr. Richard O. Lewis 

& gm; Ray Smucker vp chg sis; Avery- 
nodel rep 

Tucson, K-GUN (9) 2175 N. 6th, Box 5147, 
Main 3-3633. AA hr . m $77, ID 
$38.50. ABC. Tolbert Foster vp & gm; 
Ben L. Slack cm; Headley-Reed rep 

Tucson, KOLD-TV (13) 115 W. Drecunen 
St. Main 4-2511. AA hr $300, m $60, ID 
$30. CBS. E. S. Mittendorf vp & gm; 
Bernie Perlin g sls m; Hollingbery rep. 

Tucson, KVOA-TV (4) 209 W. Elm, Box 
5188. Main 3-2555. AA hr $300, 20-sec $60, 
m $75, ID $37.50. CBs. E. S. Mittendorf 
vp & gm; Bernie Perlin g sls m; Holling- 
bery rep 

Yume, KIVA san} Box 1671, oe 68311. 
A_hr $250, $50. ID $25. NBC, CBS. 


ABC Roger "Ven Duzer vp & gm; Hal 
Inis sls m; Hollingbery rep. 
ARKANSAS 
El Dorado, KTVE (see Monroe, La.). 
Fort Smith, KFSA-TV (5) 101 N. Fourth 
St. zn 1, Sunset 3-3131. A hr $300, m $60, 


ID $30. CBS, NBC, ABC. J. W. ‘Bill’ 
Slates st m; John D. Whitt, sis m; 
Headley-Reed rep. 

Little Reck, KARK-TV (4) 10th & Spring 
Sts. Franklin 6-2481. A hr $500, m $110. 
ID $55. NBC. Douglas J. Romine vp & 
st m; H, Bryant cm; Petry rep. 

Little Reck, KATV (7) 310 W. 3rd St. 
Franklin 41691. A hr $450, m $100, ID 
$50. ABC. Robert D. Doubleday, gm; 
Jim Black, nat sls m; Aveny-Knodel rep. 

Little Reck, KTHV (11) 720 Izard St. 
Franklin 4-3764, A hr $500, m $110, ID 
$55. CBS. vtr. B. G. Robertson gm; W. 
V. Hutt cm; Branham rep. 

Texarkana KCMC-TV (see Texarkana, 
ex.) 


CALIFORNIA 
Bakersfield, KBAK-TV (29) P.O. Box 1448 
Export 91761. AA hr $400, m $100, ID 
$40. CBS, ABC. Ed Tabor gm; Ronald 
Freeman loc sis m; PGW rep. 
Bakersfield, KERO-TV (10) 321—2ist St. 
Fairview 7-1441. AA hr $550, m $140, ID 
$62.50. NBC. Arthur M. Mortensen gm; 
Roland T. Kay g sls m; Petry rep. 
Bakersfield, KLYD-TV (7) 2831 Eye St. 
Fairview 7-7511. AA hr $300, m $75, ID 
$30. ABC. Edward E. Urner p & gm; 
John Barrett g sls m; Hollingbery rep. 
Chico, KHSL-TV (12) 180 E. 4th St. Fire 
side 20141. AA hr $250, m $57.50, ID 
$27.50. CBS. M. F. Woodling st m; 
— Ross nat sis m; Headley-Reed 


El. Contro- Mexical, XEM-TV (3) 634 State 
St., El Centro, Cal, Elgin 2-7321. A hr 
m $40, 1D Lg Manuel Liantaoa m; 

Nat, Time sls 

Eureka, — Tv. 3) Box 1021 wet 
3-3123. AA hr $250, m $70, ID $30. CBS. 
W. Edwin Smith st m: Donald H. Tel- 
ford prod & sls m; Hollingbery rep. 

Eureka, KVIQ (6) Box 1019, Humboldt 
Hill Rd. Hillside 3-3061. A hr $200, m 
$35, ID $18. ABC, NBC. Ted Dooley st 
m; Sam Horel sls m; McGavren rep. 

Fresno, KFRE-TV (12) 733 L St. Amherst 
86444. AA hr $750, m $200, ID $100 
CBS. Leslie H. Peard gm; Bob Klein sls 
m; Biair-Tv rep. 

Fresno, KJEO (47) Shaw & Cedar, Box 
1708, Baldwin 2-2411. AA hr $700, m $175, 
ID $87.50. ABC. Joe C. Drilling exec vp 
& gm; W. O. Edholm c m; H-R rep. 

Fresno, KMJ-TV (24) 1544 Van Ness Ave. 
zn 21. Amherst 86666. AA hr $700, m 
$190, ID $90. NBC. vtr. John I. Edwards 
m; Wilson Lefler nat sls & serv m; Katz 


rep. 

Los Angeles, KCOP (13) 1000 N. Cahuenga 
Blvd. zn 38. Hollywood 27311. A hr 
$1,500, m $500, ID $200. vtr. Alvin G. 
ve AE vp “4 gm; Amos T. Baron g sls 
m; 

Los Angeles, KABC- TV (7) ABC Television 
Center zn 27. Normandy 33311. A hr 
$3,500, AAA m $900, ID $50. ABC. vtr. 
Elton H. Rule gm; Richard A. O'Leary 
g sls m; Katz rep. 

Los Angeles, KHJ-TV (9) 1313 N. Vine St. 
Hollywood zn 28. Hollywood 2-2133. A hr 
$2000, m $300, ID $150. vtr. Malcolm C. 

Klein vp & -— Howard L. Wheeler 


Los Angeles, KNXT (2) 1313-N. Vine St. 
zn 28, Hollywood 91212, AAA hr $4,250, 
m $1,100, ID $500. CBS. vtr. Robert D. 
Wood vP & gm; Ray a g sls m; 
CBS-TV Spot Sales re 
Les Angeles, KRCA <4). Sunset & Vine 
zn 28. Thornwall 5-7000. Victoria 93911. 
AA hr $4,300, m $1,500, 20-sec $1.000, ID 
$500. NBC. vtr. Thomas C. McCray vp 
& gm; James Parks sls m; NBC Spot 
Sales rep. 
Les a KTLA (5) 5800 Sunset Bivd 
zn 28. Hollywood 93181. A hr $2,000, m 
$500, ID $150. vtr. James Schulke vp 
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chg; Richard Jolliffe g sls m; PGW rep. 
Les Angeles, KTTV (11) 5746 Sunset Blvd., 
zn 28. Holl et 27111. AA hr $2,000. 
m $700, ID Robert Breckner vp 
& em; John R. Vibe vp chg sls; Blair- 


Tv 
Redding. KVIP-TV (7) 2770 Pioneer De. 
Chestnut 1-1414. A hr $250, m_ $55, 
$22.50. ABC. George C. Ficharty 
a & gm; Ray Grant sls m; Hollingbery 


Sacmamente, KCRA-TV (3) 310—10th &. 
zn 14. Loy eee A rd $1,200, 

vtr, E. C. Kelly p & 

F2; B Kelly st m & nat sis m; 
on S. Kell, ees pie a Y Goi Seven 

ramento, enth Ave. 

zn 18. Gilbert oP u aA hr $1,000, m 

D be P. 


‘ $150. CBS. 
eee eS as my a Osborn g sls 


H-R re 

Salinas, KSBW-TV (8) 238 ‘73 St. om 
1651. Harrison ng & AA hr $450, 

$110, ID $50. CBS, ABC, John & 
ae p & gm; _ ¥.- HH. Moore sls d; 

-R rep 
San Diego, KFMB-TV (8) 1405 Fifth Ave. 
zn S.D. > emnent 22114. AA hr gi 000, 


m ’ $117. CBS. vtr. —— 
a = vb 7 gm; Bill Fox stm&gs 
an ote ¢, KESD-TV yd 47th St. & Fed- 
450 ID 1D His 


gress 2-2421. AA 
S NBC. William 
os vp a gm; Jay Grill vp 
g sis; tz rep. 
my Sine Tihaane ag 34 (6) 7th & Ash, 
zn 1. Belmont 48431. AA hr 
= $100. ABC vtr, Julian M. Kaufman 
& gm; Lou Meiers bus m; Blair Tele- 
vation Assoc. rep 
San Francisco, KGO-TV (7) 277 Golden 
Gate Ave. zn 2. Underhill 3-0077. AA hr 
$2,100, m $725, ID $330. ABC, vtr. David 
Sacks gm; Russ C, Coughlan g sls m; 
Bary rep, 
San Francisco, KPIX (5) 2655 Van 
1 zn 9. Prospect 65100. AA hr S210, 
$600, ID $300. is S. 


CBS, vtr. Lou 
Simon gm; William G. Hunefeld Jr. sis 
m; —~ a, 
KRON-TV (4) Ms 4 Mission 


Franc 
a. zn C) » Cartiel ld 1-1100. AA hr $2,350, 
$775, by a NBC. vtr. Harekd P. 


, 


See gm; H. Constant st m; William A, 
ah sls m; PGW re in 
San Francisco-Oakland KTVU (2) 1 Jack 


London Sq. Oakland zn 7. Templebar 
4-2000. $180. 


\ rep. 
San Jose, KNTV (11) Box 1188, Park 
Ave. zn 10. ress 7-5577. A hr $325, 
m $65, ID CBS. rx 


Gilliland p; Fran Conrad nat sis m; 
Young rep. 

San s Obi KSBY-TV (6) Mt View & 
Hill Sts, Liberty 3-0920. AA hr $250, m 
360, ID $28. CBS, NBC, ABC. Art Hap- 

ood st m; Graham Moore nat sls dir; 


; H-R rep. 

KEY-T (3) 730 egy 

Dr. Woodland 5-8533, AA hr $450, m 

ID $45. NBC, ABC, CBS. Robert C 

Burris vp st m & sls m; Youn & TS. 
Steckton-Sacramento KOVR an > 

Miner Ave. Stockton. Howard 66981 

hr $900, m $200. . =e & _ = 

DeLaney gm; Pat ead sls m; Blair 

Television Assoc, rep. 


COLORADO 
Colorado Seen ea. <e-y"' (11) Box 
1078. Melrose 4- hr $250, m $65, 
CBS. James b Ss & gm; 
Robert D. Ellis vp & nat sls m; P Bolling 


Gabeeadie Springs, KRDO-TV (13) 1457 
399_S. 8th. A hr $250, 


elrose 315s, 
m $65, a. a , oe oe 
st sls m; Branham r 
Denver, KBTV (9) 1089" Bannock, zn 4. 
‘Amherst 6- AA 


3601. hr $800, m $265, ID 
$125. ABC. vtr. Joseph Heroid s st m; Bob 
, nat sis; Len Swanson loc sls; 

Denver, KLZ-TV (7) 131 Speer Blvd. zn 17. 
Main 34271. AA hr $900, m $270, ID $125. 
CBS. be Ny gy - B. Pg AR gm; Jack 


Tipton Katz rep. 
Denver. ROATV a A — Lincoln St., zn 


Pe? ae hr $850, m $260, ID 
oy Ralph h Radetsky st m; 
Dick Harris sls m; Spot aged Le 
Denver, KTVR (2) ‘a Lincoln a oe, 
Sou James Tr Breuman oe 
. James T. ——- : “Ral h H. 
Davison Jr. cm; You = . 
Grand Junction ‘KREX TV. Pis) Hillcrest 
Manor. Cha) i 2-5000. AA hr $175, m $35, 
ID nt. ABC, Rex r¥73 


fai McMahan vp & st 

a Iman rep. Rates include KREY 
TV Montrose. 

Montrose, rea (10) 525 S. iw St., 


Box 120. fA br $5, m 
NBC, ABC. iQ. Anderson vp & st 
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m; Hal Holman rep. Satellite of KREX- 
TV Grand Junctio 
Pueblo-Colorado a KCSJ-TV_ (5) 
ay Television Lane. Lincoln 4-5782. AA 
r $225, m $55, ID $25. NBC. James Guy 
Croll st m; Kenneth King sls m; Meeker 
rep. 


CONNECTICUT 
Bridgeport, WICC-TV (43) 2190 Post Rd., 
Fairfield. Clearwater 6-0461. A hr $100, m 
$20, ID $10. NBC. Kenneth M. Cooper 
p & gm; Young rep. 
Hartford, WHCT (18) 555 Asylum St. zn 5. 
Jackson 52611. AA $400, m_ $90, ID 
. Edward D. Lag sy gm; Keith G. 
Dare sls dir; Young re 
Hartford, WTIC-TV (3) 28, Greve St. zn. 
15. Jackson 5-080. r $1,675, m 


son vp & gm; Irwin C. 

Harrington, Righter & Parsons. rep. 
New Britain-Hartford, WHNB-TV, 1422 

New Britain Ave., W. Hartford. Adams 


New | ae eee ay . WNHC-TV (8) 135 

College St. zn_10. Spruce 7-3611. AA hr 
.600, m ID $160. NBC. vtr. 

Ww, Maschmeler — John F. 

Cundiff 2 sls aR, Blair-Tv 


Waterbury, WATR-TV (53) M40 Meadow 
t. Plaza 5-1121. A hr $200. m $0, ID 
. Sam R, Elman gm & cm; McGavren 
rep. 


DISTRICT OF COLUMBIA 
Woatee™, WMAL-TV (7) 4461 Connecti- 
cut Ave. NW zn 8, Kellogg 7-1100. AA hr 
$1.79. m $500, ID $250. ABC. Frederick 
Houwink gm; Neal J. Edwards sls 


H-R rep. 
Washington, \ WRC-TV (4) 4001 Nebraska 
2-4000. AAA hr 


Ave. NW. zn 16. Emerson 
$1,250, m $425, 1 +e Joseph 
Goodfellow so & gm; Tom E, Paro dir 
sis; NBC. t Sales’ rep. 


Washington, Wror-Tv (9) 40th & Brandy- 
wine Sts. NW, zn 16, Emerson 2-9300. 
AAA hr $1,800, m $400, ID 
Gouse F. Hartfo: rd vp & gm; Robert A 

Bordley g sls m; CBS-TV Spot Sales 
rep. 

—— WTTG (5) 12th & Pennsyl- 
wae Ave, NW, zn 4. Sorting 3-5300. A 


$2,000, yt ID $80. John E. 
McArdle vp vp, gm: F suter A, “Whipple sls 
& traf m 


oie 
Daytona Beach, bg a! (2) Box 1712, 
haber re AA hr $400, m $90, ID $0. 
NBC. Walter Strouse st _ Charles 
= sls ™m; Avery-Knodel re 

Fort wer’ by 54 Palm Beach 
Blvd. Edison 4 1331. AA hr $150, m $30, 
ID $15. i Sane oe SS Forjoe 


TV re 
Jacksonville, ae cae (12) oP! E. Adams 
zn $875, m 
$250, ID $95. ABC, NBC. vtr. Jesse H. 
a & & gm; Ralph W. Nimmons g 
sls ‘PGW re rep. 

Sedeenstiie, WdIXT (4) 1851 Southampton 
Rd. Box 5187. zn_7. Exbrook bo ay AA 
hr $900, m $300, ID $100. ABC. vtr. Glenn 
yr, Jr. D: David a Soe g sis 


; CBS-TV Spot Sales 
Miami, WCKT ch 1401 North Pry Cause- 
way, zn 38 M. Plaza 1 a hr $1,050, 
m $260, ID $119. NBC. Niles rs 
& gm; a L. Fidlar sis d 


Sales 

Miami, WPST. "10> 2075 Biecuyne Blvd. 
Franklin 1-6501. AA hr $900, 
$125. ABC. vtr. hate > 3 Koessler gm: ‘Bob 
Hanna nat sls m 

Miami, WTVs (4) ine Ne fami Ave. zn 32. 
Franklin 4-6262. AA hr $1,200, m $300, 
2-sec $275. CBS. vtr. Lee Ruwitch exec 
vp & gm; William Brazzil vp chg sls; 


re 
% WDBO-TV (6) 30 5 > Ivanhoe Blvd, 
Box 1833. Cherry 1-1491. AA hr $600, m 
$120, ID $50. CBS. Arnold F. Schoen Jr. 
exec vp & gm mard S. Davey Jr. d 
sls devel; Blair Television Assoc, rep. 
Orlando, WLOF-TV (9) 639 W. Central 
Garden 48537. A hr $500, a, yt a 
$45. ABC. Josep 
William T. Latham nat 
Headley-Reed re rer, 
Palm Beach, nt (5) 5 Cocoanut Row, 
Temple 3-2471. A hr $300, m $90, ID $45. 
vtr. Chester E. Pike Jr. st_m; 
Robe Ray loc sls m; Blair Tele 
on. 


Assoc. 
Panama yy 4 [DM-TV (7) Box aoe. 
ams 42251, AA hr $175, m $35, 
50. NBC ABC, CBS. Hugh odes 
gm & nat sis Ne Os 


bere rep 
ys —“x-p 


AR-TV %3) Box 

Hwy > . of ‘Pensacola, Glendale 
5-7311. AA hr $550, m $140, ID 3 ABC, 
CBS. vtr. Milt de Reyna Jr. Irv 
Welch, loc sls m; Blair Te Television / ‘Assoc. 
rep. 


* 





St. Petersburg-Tampa, LS ay (38) — 
son Dollar Pier, ae. o a r $400, 
ABC. awn me. 
Earl Welde as m; Venard, Rintoul & 
McConnell 
Tallahassee-Thomasville, Ga., WCTV (6) 
2225 N. Monroe St. Tallahassee 3-3666. 
AA hr $400, m $125, ID CBS, 
Joe Hosford ¢ gm; William L. Woods nat 
sls m; Blair Television Assoc. Soy Ty 
Tampa-St. Petersburg, WFAL- 8) 90 
E,. Jackson St, zn 1, Box 1410. z0im. 
AA hr $950, m $240, ID $105. NBC. 
vp & gm; Willtam § B 


rg, WIV (13) Box 
11 zn 1, 3213 Grand Central Ave. zn 9. 
Redwood 61313. A hr $950. m , ID 
$110. CBS. vtr. Eugene B. Dodson v & 
m; John M. Haberlan asst m & cm; Katz 


rep. 

West Palm Beach, ay gh (12) Box 70. 
Temple 3-9668. r $300, m $60, ID $30. 
ABC. Bertram iodier Jr, exec vp & gm; 
Godfrey Lebhar g sls m; Weed rep. 


GEORGIA 
aipeay, yee ry. (10) Stuart Ave. Hem- 
NBC. Raymond :, Carow gm; Jose 
E. Davis = Venard, Rintoul & Me- 


Connell re 
Atlanta, WAGA-TV (5) 1018 W. Peachtree 
St. NW. zn 9. Trinity 5-7221. AA hr 
$1,200, m $350, ID $50. CBS. vtr. Terry 
Lee mng d; William Flynn g sls m; 


Hate 
Atlanta, WLW-A (11) 1611. W. Peachtree 
St. NE zn 9. Trinity 2-1141. AA hr $1,100, 
m $275, ID $138, ABC. Harry LeBrun vp 
& gm; James H. Burgess sls m; Crosley, 
Tracy Moore. Bomar ‘Lowrance reps. 
Atlanta, WSB-TV (2) 1601 W. Peachtree 
St. NE zn 9. Trinity 5-7221. A hr $1, _ 
m ay | ID $137.50. NBC. Marcus Bartlet 
Don E, Heald sls m; Petry rep. 
aa WBF (6) Television se Park 
2-6666, AA ae = $100, ID _ $37.50. 
NBC, ABC, J. . ae gm; Thomas 
a sis m; ‘ollingbery rep. 
(12) bogey ai ~" 


$350, 
Robert E. Metcalfe 
mng d; Lou Stratton st m; Branham rep. 
Columbus, WRBL-TV (3) 1350—13th Ave, 
Fairfax 20602. AA hr $400, m $100, CB 
= ID A. he Sm ? A by 
st 
a * Sis nat sls m; Hoilinebery 


Caleasbus, WTVM (9) 1307 1st Ave. Fair- 
fax 28828. AA hr $400, m $90, ID $38.25. 
ABC, NBC. Frank Ragsdale gm; Ben 
Purvis sls m; Young 


Macon, Yr Vv «is) Us. 129. SH 2 
won $90, 


r $400, ID $40. CBS, 
ABC. Wilton E, Cobb gm; a 
 E exec sls m; Frank Crowther 
cm; Avery Knodel rep. 
Savannah, WSAV-TV (3) Broadcasting 
bogey 1430 E. Victory Dr. sae 6-0303. 
AA hr $300, m $60, ID $30. ABC. 
(Harben Daniel p & gm; Stocks Hier Humpidge 
em; Charles - "Bel exec vp; Blair Tele- 
vision Assoc, 
Savannah, WTOC-TV (11) 516 Abercorn St. 
Adams 2-0127. AA hr $300, m $60, ID $30. 
ABC. William T. Knight Jr. as ng 
gm; Ben B. — exec vp & 
Avery-Knodel re 
Thomasville, wer. (See Tallahassee, Fila.) 


HAWAII 
KHBC-TV (9) Satellite of KGMB-TV 
a 
Honolulu, KGMB-TV (9) 1534 Kapiolani 
Bivd. zn 14. 92-011. AA hr $450, m $115, 
ID $50. CBS. vtr. M. Franklyn Warren 
vp & gm; Robert W. Sevey st m; PGW 


rep. 

Honolulu, rg aA ‘> 1290 Ala Moana 
Blvd zn 14. 5-3991. Tr $450, m 0, ID 
$55. ABC. vtr. Richard C. Block vp gm; 
John A. Sennao g sls m; Young rep. 

Honolulu, KONA-TV (2) 1170 Auahi St. 
6-2366. A film hr $400, $87.50, ID 
$42.50. NBC. vtr. Art Sprinkle st & g sls 
m; Jim Spencer nat sls m; NBC Spot 


sales rep. 
Wailuku, KALA (7) Satellite of KONA- 
TV a 
Satellite of 


Wailuku, MAU-TV (3) 
KOME-TV Honolulu 
Wailuku, Maui, KMVI-TV (12) Semi-satel- 
lite of KHVH-TV Honolulu. A hr $125, 
m $27, Ezra J. Crane gm, 


IDAHO 

Boise, KBOI-TV (2) 1007 W. Jefferson St. 
3-2511. A hr $250, AA m $70, ID $30. 
CBS, Westerman Whillock p & gm; Earl 
Glade Jr. st & cm; PGW Top. 

Boise-Nampa, KCIX-TV (6) ms N. 8th. 
48311. A hr $150, m_ $36, ID $ Roger 
Hagadone p & gm; Ralph Soar sls m; 
Weed rep. 








--] 


8] 





ge 


ok WARE RAS @e 


333 fe 


3 


8339 Fizg PERF 


ulfe 


tel- 


St. 
arl 
ith. 


m; 





Boise, ws > (2) pox 390, 709 Idaho St. 


2-4611. $250 , ID $25. ABC, 
NBC. Georgia M. avi n p & gm; Rob- 
ert Krueger nat sls m; y 9g Ganz loc 
sis m; Blair Television Assoc. oe. 
>" (3) 1275 E. 17th St. 
A hr a, m $82.50, ID 
$41. CBS, ABC. C, Rosy” Layne 
gm; Claude Cain sls m; Nizoll in, rol rep. 
lente, KLEW-TV (3) 115 St. 
Sherwood 3-5581. Aa he si, m $33, 1D 
$18. CBS, NBC, Associated with 
TV Yakima, Wash, Young rep 
Pocatello, KTLE (6) 928 N. Bain St. Ce Cedar 


3-3894. AA hr $200, m NBC. 
Gloria — m; = $ IP Miller sls d; 
Forjoe rep. 
toe Falls, gy vee (11) Box 432. Red- 
35840. AA hr $165, m $49.50, ID 
$20.50, ABC. rdon 


CBS, Go oO. 
Glasmann vp & gm; Hal Merrill tv sis 
m; Hollingbery rep. 


ILLINOIS 

Champaign, WCHU (33) Satellite of WICS 
Springtield. 

Cer. WCIA (3) iy Ss. Neil St. 

wood 6-8333, AA hr $1,000, 20-sec 

sis ID $107.50, CBS. ri C. Meyer p; 
Guy Main vp & sls d; Len Davis nat sls 
m; Hollingbe rep. 

Chicago, WBBM-TV (2) 630 N. McClurg Ct. 


; CBS pot Sales 
BA WBKB om mo S, “State St, zn 1, 
Andover 3-0800. r $4,000; 
ID $500. ABC. £3 wSecrtine Cc. odaen 
3; Mathew E, Vieracker gm; Blair-Tv 


chicago, WGN-TV (9) 441 x Michi 
zn 11. Michigan 2-7600. A hr 

mn $600, ID $360. vtr. Ward L, Quaal vp 

& gm; Ben H. Berentson g sls m; Petry 


rep. 

Chicago, WNBQ (5) Merchandise Mart 
Plaza zn 54, Superior 7-8300. A hr $4,500, 
AAA 20-sec $1,000, ID $500. NBC. vtr. 
Lloyd E, Yoder vp; Robert Lemon st m; 
George Diefenderfer sls dir; Norman 
Cissna sls m; NBC Spot Sales 

Danville, WDAN-TV (24) "500 N. 
ton Ave. 1700 A hr $150, m $25, 

. Max Shaffer st ft “—e D. Eckert 
sls d; Everett-McKinn 

Decatur, WTVP (17) Box. esi 904 South- 
side Dr. 42, 84304. AA hr $400, m $80, 
ID $40. ABC. Bob King g m; Gene Bell 
loc sls m; Don Lindsey rgnl sls m; 
Gill-Perna =~. 

Harrisburg, WSIL-TV (3) 21 W. Poplar 
St. ees 3-7922, 3-7837. AA hr $350, 
m $60, ID $30. ABC, O. L. Xt gm & 

La Salle. ‘WEEG TV (35 

alle, J ) Satellite of 
WEEK-TV Peoria 
Peoria, WEEK-TV "(43 Ray | Springfield 
1. hr $600, m_ $120, 
Fred om Mueller Ld om: 
John Leslie sls m; Geadley 

Peoria, Wane-2V (31) ty Ss. Jefferson 
St. 6-0711. AA hr $500, m $100, ID $45. 
CBS. Harold ees om William S. 
Dallman sls d: PG 

Peoria, WTVH (19) 621 Main St. 69. 9-7211. 
A hr $600, m $120, ID $50. ABC. Donn R. 
Colee vp & gm; Lee Colee sls m; Blair 
Television Assoc, rep. 

Quincy, KHQA-TV (see Hannibal, Mo.) 

Quincy, WGEM-TV (10) — Quincy, 
Baldwin 26840. A hr $400. 
$40. NBC, ABC. i Bonansinga "gm; 
J. Ben Stewart cm; Young rep 

Rockford, WREX-TV as) W. Aubern & 
Winnebago Rds. Woodland 8-1813. i 
hr $550, m $125, ID $50. ABC, CBS. 

a x gl bs & gm; Al Bilardello = 


Rockford, WTrvo = N. Meridian Rd. 
3-5413. "AA hr $400, 0. NBC. 
Harold Froelich ro ; Gene Denari loc sls 
m; Headley-Reed re 

Rock Island, WHBF_TV (4) 231—18 St., 
6-5441, AA’ hr $950, 20 sec $250, ID $115. 
CBS. “Leslie C. Johnson vp & gm; 
Maurice Corken asst gm & sls dir; 
Avery-Knodel rep. 

Springfield, WICS e) 523 E. Capitol Ave. 
Lakeside 8-0465. AA hr $400, $80, ID 


m 

$40. NBC. Sold with WCHU Champaign, 
Milton D. Friedland gm; Warren R. 
King cm; Young rep, 


ashing- 
ID $12. 


INDIANA 
Evansville, WEHT (50) Maywood Drive, 
Henderson. artiees 4-9215. AA hr $440, 
m $88, CB $80, ID $40. CBS. vtr, Edwin 
G. Richter Jr. p & og cape D, Dun- 
can Jr. sls m; Youn: 
Brancvilio, WFIE-TV (4) Tits Mt, Aupere 


AA 
Berry smith vp 
& gm; Lee Browning g sls m; Raymer 


Sransville, WTVW (7) 405 Carpenter St. 


zn 3. Harrison 2-1121. AA hr $600, m 
$115, ID $51.75, ABC. Richard F, Shively 
a James L. Ritter sls m; Hollingbery 


Fort. Wayne, WANE-TV (15) 2915 W. State 
Blvd. zn 15, Anthony 9411. AA hr $500, 
m $120, $55. . vtr. Reid G, 
Se og a4 & sm; John J, Keenan Tv 
sls 


Fort Wares, G-TV oe J West 
State Blvd. eed 2295. hr $500, m 
$110, ID NBC, Ee, G, Thoms 


vp & gm; ‘ae 5 B. Evans sis m; 


Branham re ne, 

Fort Wayne, | 5 at (21) 3333 Butler 
Rd. Anthony 7125, AA hr $500, m $120, 
ID $60. ABC. vtr. Richard D, Morgan 
acting gm; Ralph Latham loc sls m; 
Young rep. 
Aonapelion ‘WFBM-TV (6) 1330 N. i? 
ian St. zn 2 Melrose 48521. hr 
$1,300, m $400, ID $175. NBC. an Don 

Menke st m; Hugh L. Kibbey sis m; 


Katz 
Indianapolis, WISH-TV (8) wy vt N. Merid- 
ian St. zn 2. Melrose 46411. AA hr $1,300, 


m *‘D $150. CBS. vtr. Robert B. 
oo nnell vp & gm; Joseph Lake cm; 
Indianapolis WLW-I (13) 1401 N. re 
St. zn 2, Melrose 92311. 
$1,300, m $325, ID $163, ABC, vtr. ay E 
‘B. Babcock gm; Bob Lamb sis m; Cros- 
ley, Tracy Moore, Bomar Lowrance re’ reps. 
Indiana) lis-Bloomington WTTV (4) = 


Bluff “3100, 2D $0. State 7-2211. 
hr ng ‘m vtr. Robert %. 
Holben, gm; rk. g sis m; 


Young 

Lafayette a (18) McCarty Lane. 
Gibson 7-2113. AA ra $150, m $25, ID 
$12.50. CBS. Robert G 


— gm; Bill 
Thomas, g sis m; Young 

ay WiBC-TV’ (49) Radio ‘Center, Box 
271. as 84403. A hr $225, m $50, ID 
$22.50 CBS NBC, ABC. Don Burton vp 
& gm; W. F. Craig vp & cm: Hal - 
mon rep. 

South Bend, WNDU-TV (16) Box 989. zn 1. 
Central 3-7111. AA hr $500, m $100, ID 
$50. NBC, vtr. Witiam Thos. Hamilton 
ga: Gus Van Der Heyden loc sis m; 

enard, Rintoul & Mi mnell rep. 

South Bend, WSBT-TV (22) 300 W, Jeffer- 
son Blvd. zn 1, Central 33141. AA hr 
$500, m $100, ID $50. CBS. vtr. Neal B. 
Welch gm; Wilber B. Darch cm; Ray- 


mer rep. 
South Bend-Elkhart, WSJV-TV (28) Box 
28, South d. th Central 


ID $45. 
(Brines ‘vp & gm; Vince Doyle nat. sls m; 
Branham + 
Terre Haute, HI-TV (10) 918 Ohio St. 
Crawf woe ID 
$75. CBS. J. M. eens & gm 
George A. Foulkes, g m; Bolling rep. 


IOWA 

Ames, WOI-TV ex Sai. A hr State College, 
Cedar 2- , $650, m_ $140, 
ID $70. vtr. Robert C. Mulhall gm; 
Ted Tostlebe cm: H-R re 

Cedar Rapids, KCRG-TV > 104 First St. 
SW. Empire 44194. AA hr $550, m $110, 
ID $55. ABC. Redd Gardner gm; George 
cc. Carpenter III g sls m; Branham, 
Hyett_ reps. 

Cedar Rapids, WMT-TV (2) iw 
Theatre Bldg. Empire 40171. AA hr 
m $175, ID $75. CBS. vtr. William B. 
— Pp; Lew Van Nostrand vp sls; 

Katz rep 

Davenport, weosy (6) 805 Brady St. 3- 
3661. AA hr $950, ID $250. NBC. Col. 
B. J. Palmer p; Ernest C. Sanders res 
m; Pax Shaffer sls m; PGW rep 

Des Moines, KRNT-TV is) KRNT Posner, 
9th & Pleasant Sts, zn 14. Cherry 3-4141. 

A hr $700, m $180, ID $80. CBS. Robert 

Ditiion vp & gm; Paul Elliott cm; Katz 


Des oo WHO-TV (13) 1100 Walnut 
St. zn 7. Atlantic 86511. AA hr $800, m 
$190, ID . NBC. vtr. Paul A, Loyet 

vp & res m; Robert H. Harter sls m; 


PGW rep. 
Ft. Dodge, KQTV (21) 912—ist Ave. S. 
40311, hr $150, m $0, ID NBC. 


Edward Breen 2 & gm; Rollie Camp sls 
m; Pearson re 

Mason City, KGLO-TV * 2nd & Pennsyl- 
vania. Garden 3-2540. A hr $450, m $90, 
ID $45. CBS. Herbert R. Ohrt exec vp & 
gm; Walter J, Rothchild nat sls m; 
Branham —. 

Ottumwa, KTVO (see Kirksville, Mo.) 

Sioux City, KTIV (4) 10th & 2 eae. 
soe. AA hr be m $11 

NBC, ABC. Dietrich Dirks p & 
gm: Gene — exec vp & sis m; 
llingbery 

Sioux City, vRVEV (9) 7th if Douglas, 

22711. AA hr $425, m $120, ID $50, CBS, 


ABC, vtr. Donald D, Sullivan vp & gm; 
Robert B. Donovan, cm; Katz re; 

Waterloo, KWWL-TY (7) E. 4th & ‘rank- 
lin, Adams hr $500, m $100, 
LD $50. NBC. Les C. om Gid Klein 
sis m; Avery-Knodel re: 


KANSAS 

Dodge City, KTVC (6) ey St. 
Hunter 3-666. AA hr $130, m $28.60, ID 
$14.30. ABC, Wendell Elliott vp, gm & 
sis m; Buy direct or through Katz rep 
in conjunction with KAKE-1'V Wichita. 

Garden City, KGLD-TV (11) Satellite of 
KCKT- Great Bend. 

Goodland en (10) 17th & Broad- 
way. ay & A hr $150, m 
a we. = Walkmeyer st m; 

ill-Perna 


Great Bend, KCKT (2) Box 182, Gladstone 
3-78638. AA oa m $75, ID $38. NBC. 


ly a Joplin, Mo. *KOAM-TV (7) _Pitts- 
Rae Soe A hr $360, m $90, ID $40. 
7 _ eee! a Wade vp, gm & sis 

To WIBW-TV (13) Box 119, Broad- 
cast Hill. Crestwood 23456. 
m $110. ID $55. CBS, NBC, ABC, Thad 
M. Sandstrom gm; Bob Kearns, sls m; 
Avery-Knodel re 


Wichita, ew’ (10) Box 1010. White- 
hall 3-4221. AA hr $700, m $165, ID $83. 
ABC, Martin Umansky vp & gm; Doni- 


van D. Waldron nat sis m; Katz rep. 
Wichita, KARD-TV (3) 833 'N. Main St. 
zn 5. Amherst 5-5633. AA hr $700, m $165, 
ID $85. William J. Moyer exec vp & gm; 
Don Sbarra vp & sis d; Petry rep. 


KENTUCK 
Henderson, WEHT (see Evansville, znd.) 
Lexington, WKYT (27) Box 655, 1087 N a4 
Circie Rd., NE. 2-2533. AA hr $250, 
$45, ID $22.50. CBS. Robert C. Wiegand 


$55. : 
ABC. Earl L. Boyles, gm; Harry C. Bar- 
field st m; Jim Pennock sls m; Bolling 


Louisville, WAVE-TV (3) 725 S. Floyd St. 
zn 3. Juniper 52201. AA hr $1,150, m 
$275, ID $120. NBC. Nathan Lord vp & 
gm; — Jackson cm; NBC-TV Spot 

es 

a ‘WHAS-TV (11) 525 W. Broad- 
we, zn 2. ip “site 5-2211. AA hr $1,000, 


"$250, 
Sholls vp % dir; George Johnson sls dir; 
Harrington, Righter Parsons rep. 
Paducah, WPSD-TV (6) rv Ry 
Lane, Bex 1037. 442-8214, hr $450, m 
$100, ID $45. NBC. Sam PA gm; 
(Charles Neel sls m; Pearson rep. 


LOUISIANA 

Alexandria, KALB-TV (5) 605-11 Washing- 
ton St, zn 1. Hi 5-2456. AA hr m 
$72, ID $30. NBC, CBS, ABC. Willard L. 
Cobb sec-tres, gm & nat sls m; Weed rep 

Baton Reuge, WAFB-TV (9) $29 Gover: 
ment St. Dickens 4-8571. A hr $450, m 
$100, ID $45. CBS, ABC, Tom E. Gibbens 
p & gm; Mervyn Rhys cm; Blair Televi- 
sion Assoc rep. 

Baton Rouge, WBRZ (2) 1650 Highland 
mA. Dickens 8-1491. AA hr $500, m $125, 

$62.50. NBC, ABC vtr. a A. L. 
Manship p & gm; Jules L. Mayeux sis 
m; Hollingbery ba 

Lafayette, KLFY-TV (10) 2101 Jefferson 
St. Center 5-9494. AA hr $300 m $78, ID 
$30. CBS. Guy Corley gm & sis m; Head- 
ley-Reed rep. 

Lake Charles, KPLO-TV (7) 320 Division 
St. Hemlock 6-3631. AA hr $300, m $60, 
ID $30. NBC, ABC. Pelham Mills Jr. gm; 
Art Reuben asst & cm; Weed rep. 

Lake Charles, KTAG-TV (25) 645—15th St., 
Box MM. Hemlock 9-9413. A hr $150, m 
$25, ID $12.50. CBS. C. Harper Clark m; 
Pearson rep. 

Monroe-El Dorado, Ark, KTVE (10) Box 
791. Fairfax 55656 (El Dorado, Union 
2-3488). AA hr $350, m $70, ID $35. NBC, 
ABC. John B, Soell * W. C. Womack 
st & sls m; Weed re 

Monroe, KNOE-TV a. Box 1472. Knoe Rd. 
Fairfax 28155. AA hr $450, m $110, ID 
$45. CBS, ABC. Paul H. Goldman exec 
vp & gm; en E. Powell vp in chg 
sls; H-R re 

New P  vabng Pwosv- TV (6) 520 Royal St. 
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= 16. Tulane 4371. AA hr $1,200, m $300, 
> oo NBC. vtr. A. Louis Read exec 
vp & sm; Robert Schultis, sls m; Blair- 


New Giese, 3 WVUE (13) 1422 Cleveland 
Ave, zn 12. Jackson 5-9011. AA hr 
m $175, ID $87.50. ‘. — Joseph A. Paretti 


mart St. zn 1S ~ ~*-- 4444. AA hr 
1,000, m $275, ID $125. CBS. vtr. Larry 
Carino gm; Maurice Guillerman, g sls m; 
Katz rep. 

Shreveport, KSLA-TV (12) Washington- 
Youree Hotel, Box 92, 3-8101. A hr $600, 
AA min $180, ID $85. CBS. Ben Beck- 
— Jr. gm; Deane R. Fiett sls m; HRP 


a wy KTBS-TV (3) 312 E. coe 
Hwy. 7-3644. AA hr $600, m as 
$85. NBC. ABC. E. Newton Wray 
gm: Pat White st m; Joe B. Foxe ¥ 
m; Katz rep. 


MAINE 
Bangor, WABI-TV (5) 55 State St. 6446. 
AA hr $400, m $80, ID $40. CBS, ABC. 
Richard B. Bronson st m; Paul Quigg 
sls m; Hollingbery rep. 
a) ae WLBZ-TV (2) 7 Main St. 2-4822. 
AA hr $375, m $75, ID $37.50. NBC, ABC. 
Rudolph Marcoux gm; Weed rep 
Portland, WCSH-TV (6) 157 High Si. zn 3. 
2-0181. AA hr $550, m $110, ID 
$50. NBC. Jack S. “oo - oa Bruce 


M 

Portland, WGAN-TV (13) Soo Congress St. 
zn 3. Spruce 2-4661. AA hr $500, m $110, 
ID $50. Samuel G. Henderson Jr. tv vp; 
Richard E. Bates nat sls d; Avery- 
Knodel rep. 

Portland-Poland Spring, WMTW-TV (8) 
477 Conenees a, sw 3-5665. AA hr 
$550, $120, $55. ABC. John W. 
Guider } & = a “Robert L, Maynard asst 
gm & sis m; HRP r 

Presque Isle, WAGM-TV. “(8) es ~ Main St. 
Porter 9-2461 & 92471. AA r $225, m 
$45, ID $22.50. CBS, NBC, ABC. Stanley 
A. Lyons gm; Robert Gold, nat sls m; 
Hollingbery rep. 


MARYLAND 

Baltimore, WBAL-TV (11) 2610 < Charles 

= zn 18. Hopkins 7-3000. AA hr $1,500, 

$400, ID $200. NBC. vtr. Brent 0. 
Gente vp r st m; Willis K. Freiert asst 
stm & sls d; Petry rep. 

Baltimore, W4Z-TV (13) Television —_ zn 
11. Mohawk 4-7600. AA hr $1,732, 25. 
ID $212.50. ABC. vtr. John L. McClay 
gm; Robert Newsham, sis m; TvAR rep 

Baltimore, WMAR-TV (2) Baltimore & 
Charles Sts. zn_ 3, ye 5-5670. 
hr $1,650, m $425, ID $188. ‘OBS vir. E 
K. Jett vp & tv dir; D. P. Campbell 
asst; E. A. Lang sls m; Katz rep. 

Salisbury, WBOC-TV (16) epeesy Park. 
Pioneer 96131. A hr $225, $43, ID 
$23. ABC. CBS. Charles J. Truitt, vp & 
gm; Pel Schmidt rgnl sls m; Headley- 
Reed rep. 


MASSACHUSETTS 

Adams, WCDC (19) Len Lavendol res m. 
Satellite of W-TEN Albany, N. Y. 

Boston, WBZ-TV (4) 1170 Soldiers vues 
Rd. zn S. ae 45670. AA 
$2,600, A m $600, AA ID $325. NBC. a 
J. E. Allen gm; Kenneth T. McDonald 
sls m; TVAR re 

Boston, WHDH-TV (5) 50 pivextooey Bivd. 
zn 2. Avenue 85000. A hr $3,000, m 
$600, ID $300. ABC. vtr. William B. Mc- 
Grath vp & mng d; Alexander M. Tanger 
vp & sls d; Blair-Tv rep. 

Boston, WNAC-TV (7) 21 Brookline Ave. 
Commonwealth 6-0800. AAA hr $3,000, m 
$660, ID $290. CBS. Norman Knight p; 
Thomas H. Bateson vp sls; H-R rep. 


ae, » WMUR-TV (see Manchester, 
v ) 


Greenfield, Brattleboro, Vt.. Keene N. H., 
WRLP (32) Box 32, Northfield. Mass. 
No. 336. ‘AA hr $300, m $60, ID $30. NBC. 
vtr. John A. Fergie vp; Horace W. 
Nichols sls m; Hollingbery rep. 

Springfield-Holyoke, WHYN-TV (40) 1300 
Liberty St. Republic 4-1126. AA hr 
m $140, 20 sec $120, ID $60. ABC. CBS. 
Charles N. DeRose gm; Zachary W. Land 
sls m; Branham rep. 

Springfield, WWLP (22) Box 2210. State 
5-531L. AA hr $700, m $190, ID $75. NBC. 
vtr. William L. Putnam p & gm; James 
H. Ferguson Jr. vp & g sls m; S; tolling 
bery rep. 

Worcester, WWOR (14) Box 22i0, Seeing: 
field. State 5-5311 (Springfield) Swift 9- 

(Worcester). AA hr $300, m $60, ID 

‘ . Francis J. Doherty Jr. st m; 

James Ferguson vp sis; Hollingbery, 
Kettell-Carter reps. 
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MICHIGAN 
Bay City-Flint, WNEM-TV “ Bishop Air- 
rt, Flint, Cedar 53555, AA hr $800, m 


160, ID $80. NBC. vtr. Thomas K. 

oo st m; Jack Berry sls m; 
Petr: 

Cadillac, Wwrv (13) 417 N. Mitchell St. 

Prospect 5-3478. AA hr $400, m $90, ID 

CBS, ABC. Gene Ellerman gm; 

Daryl Sebastian asst gm; Avery-Knodel 


py WTOM-TV (4) Paul Bunyan 
Bidg., Traverse City. Windsor 7-7675, AA 
hr $320, m $64, ID $32. NBC, ABC. Mer- 
lin C. Mills st m; Robert E. Detwiler 
sls m; Venard, Rintoul & McConnell rep. 
Sold in combination with WPBN-TV 
Traverse City 

Detroit- Windsor CKLW-TV (9) 3300 Guard- 
ian Bldg. zn 26. Woodward 1-7200. 
hr fem m $320, $130. CBC. vtr. 
J. E, Campeau p & gm; Norman Haw- 
kins nat sis m; Charles Gunn, loc sls 
rep; Young re re. 

Detroit, WJBK-TV (2) 7441 Second Blvd. 
zn 2° Trinity 3-7400. AA hr $2,600, m 
$800, 20-sec $700, ID $350. CBS. vtr. Bill 
Michaels vp & mng dir; Keith T. Mc 
Kenney loc sls m; Robert Buchanan nat 
sls m; Katz rep. 

Detroit, WW4J-TV (4) 622 W. Lafayette. 
zn 31. Woodward 2-2000. AAA hr $2,700, 
m $760, ID $350. NBC. vtr. Edwin K. 
Wheeler gm; James Schiavone, st m; 
Ray W. Colie sls m; PGW rep. 

Detroit, WXYZ-TV (7) 20777 W. Ten Mile 
Rd. zn 41. Kenwood 4-7000, AA hr $2,600, 
m $725, ID $315. ABC, vtr. John F. Pival 
Pp: Ralph Dawson nat sls m; Bilair-Tv 


rep. 

Flint, WIJRT (12) 2302 Lapeer Rd. zn 3. 
Cedar 96611. AA hr $800, m $150, ID 
$75. ABC. vtr. A. Desowsn — gm; 
Robert I. Mart sls m; HRP 

Grand Rapids, WOOD-TV (8) YT 30 College 
Ave -_ zn 2. Glendale 94125. AA hr 
$1,1 m $325, ID $150. NBC, ABC. 
Willard Schroeder p & gm; Jack Mark- 
ward tv sls m; Katz rep 

Kalamazoo, WKZO-TV 3) 590 W. Maple. 
Fireside 5-2101. ~~ S | $1,300, m $360, ID 
$160. CBS, AIBC. 1 E. Lee exec vp & 
gm; Donald W. Sesmit Jr. admin asst 
& sis m; Avery-Knodel rep. 

Lansing, Jackson, Battle Creek, WILX-TV 
(10) 407 N. Washington Ave., Lansing. 
IV 2-1655. 236 W. Michigan Ave., Jack- 
son. ST 32621. Wolverine-Federal Tower, 
Battle Creek. WO 2-1120. AA hr $800, m 
$160, ID $80. NBC. John C. Pomeroy 
p & gm; Martin Giaimo g sls m; Ven- 
ard, Rintoul & McConnell rep. 

Lansing, WJIM-TV (6) 2820 East Saginaw 
St. zn 4. Ivanhoe 2-1333. AA hr $1,000, 
m $200, ID $100. CBS, NBC. Harold F. 
Gross p & gm; Keith R. Oliver, loc sis 
m; Blair-TV rep. 

Marquette, WLUC-TV (6) Box M6. GR 
5-4161. A hr $300, m $60, ID $30. 

NBC, ABC. John H. Borgen gm; Gloria 
Smith prom m; Hollingbery ~~. 

Saginaw, WKNX-TV (57) 221 . —s- 
ton Ave. Pleasant 3-4471. A hr $375, 
$75, ID $37.50. CBS, William J. Edwards 

p & gm; Robert M. Chandler cm; Gill- 
a, rep. 

Traverse City, WPBN-TV (7) Paul Bunyan 
Bldg. Windsor 7-7675. AA hr $320, m $64, 
ID $32. NBC, ABC, Harry Travis st m; 
Robert E. Detwiler sls m; Venard Rin- 
toul & McConnell rep. Sold in combina- 
tion with WTOM-TV Cheboygan. 


MINNESOTA 
Alexandria, KCMT Pry 7th & Fillmore. 
Rockwell 35166. AA hr $300, m $70, ID 
NBC, ABC. Glenn W. Flint gm; 
Ken Schneider rgnl sls m; Avery-Knodel 


rep. 

Austin, KMMT (6) Hemlock 3-8836. AA hr 
$350, m $70, ID $35. ABC, Thomas L. 
Young gm; Don Jones loc sls m; Avery- 
Knodel rep 

Duluth, KDAL-TV (3) 10 E. Superior *. 
zn 2. an 2-4466. AA hr $550, 
$125, ID $55. CBS. Odin S. Remeland gm: 
John Grandy sis m; Avery-Knodel rep. 

Duluth-Superior, Wis., WDSM-TV (6) 230 
E. Superior St. zn 2. Randolph 7-8484. 
AA hr $550, m $125, ID $55. NBC. Robert 
J. Rich gm; Rick Pearson cm; PGW, 
Hurley reps. 

Minneapolis-St. Paul, KMSP-TV (9) 180 
ay * Tower. zn 2. Federal 9-8811, AA 
hr $1,200, m $240, ID $96. vtr. Donald 
Swartz Dp & gm; Richard Butterfield vp 
chg sls; Young, NTA Spot Sales rep. 

Minneapolis-St. Paul, KSTP-TV (5) 3415 
University Ave., St. Paul. zn 14. Midway 
5-2724. AA hr $1,650, m $420, ID $190. 
NBC. vtr, Stanley E. Hubbard p & gm; 
Marvin L. Rosene vp chg sls; Petry rep. 

Minneapolis-St. Paul, WCCO-TV (4) 50 S. 
2nd St. zn 2. Federal 80552. AA hr 


$1,700, m $600, ID $225. CBS. vtr. F, 
Van Konynenburg exec vp; Robert N., 
Ekstrum g sls m; PGW rep. 

Minneapolis, WTCN-TV (11) 2925 Dean 
Bivd. zn 16. Walnut 7-8881. AA hr $1,200, 
m $340, ID $150. ABC. Phil Hoffman vp 
& gm; Arthur M. —,§ . m; Robert 
Fransen nat sis m: Katz 

Rochester, KROC-TV (10) = io0 — Ave, 
Bidg. Atlas AA 
ID NBC. 


a 


r $300, $60, 
G. David Goudie vp & 
gm; Willard Lampman sis & st m; 
Meeker rep. 


MISSISSIPPI 
Columbus, WCBI-TV (4) Highwa a 
North. Fairfax 85631. AA hr §$ 
$0, ID $15. CBS, N 
Hinman gm; W. W. Whitfield ‘asst m; 
Everett-McKinney, iw reps. 
Greenwood, WABG-TV (6) Highway 8&2 
West. Gladstone 34001. A hr $200, m 
ID $24. CBS. Don Neil m; Weed rep, 
Hattiesburg-Laurel, WDAM-TV (7) Bax 
1649. Juniper 4-8441. AA hr $200, m $40, 
ID $20. NBC, ABC. Marvin noe vp & 
gm; Jerry Keith sls m; Weed rep. 
Suehaen. WJITV (12) Box wl Battlefield 
St. zn 4. Fleetwood 4-2512. AA hr $450, m 
$120, ID $50. CBS, NBC. Owens F. Alex- 
ander st m; J. W. Carlier sls m; Katz 


rep. 
Jackson, WLBT (3) 715 & Siecaen. zn 2. 
Fleetwood 2-2691. AA hr $450, 

ID $50. NBC, ABC. Fred L. Beard gam 
Frank Gentry sls m; Hollingbery rep 
Meridian, WTOK-TV (11) Southern Blag. 
483-1441. AA hr $375, m $85, ID $37.50. 
NBC. ABC. Robert F. Wright p & gm; 
A B. Crooks Jr. vp & cm; Headley-Reed 


Tupelo, WTWV (9) Beech Springs Rd. 
Vinewood 2-7620-22. A hr ag a 


ID $24. NBC. Frank K. Spa > & on 
Charles H. Hicks cm; Jack 3 Masia rep. 
MISSOURI 


Cape Girardeau, KFVS-TV (12) 324 Broad- 
way. Edgewater 55511. AA hr $600, m 
$150, ID $60. CBS. Oscar C. Hirsch p & 
gm; a gd O. Hirsch mgr tv ops; Head. 
ley-Reed 

Columbia, KOMU -TV (8) Hwy 63 S. Gib- 
son 2-1122. AA hr $330, m $75, ID $33. 
NBC, ABC. Glenn G. — st m; 
John O. Conwell cm; H-R re 

Hannibal, Quincy, Il., KHQA-TV (7) WCU 
Bldg., Quincy. Baldwin 2-6200. A hr $400, 
m $90, ID $35. CBS. Walter J. Roths- 
child gm & nat sls m; Branham rep. 

Jefferson City, KRCG-TV (13) Callaway 
Hilis Farms, Hwy 34 N. 66188, AA hr 

m $75, ID $33. Robert Blosser gm; 
Ron’ Maxwell sls m; Blair Television 


Assoc. 

Joplin, KODE- TV (12) 1928 W. 13th. May- 
air '3-7260. A hr $300, m $67.50, ID $30. 
CBS, ABC. tb. T. Knight gm; William 
Hirshey sls m; Avery-Knodel rep 

Kansas City, KCMO-TV (5) — E, Bist St. 
zn 8, Jefferson 1-6789. AA r $1,350, m 
$360, ID $165. CBS. vtr. E K Harten- 
bower vp & gm; S. B. Tremble st m; 
Katz rep. 

Kansas City, KMBC-TV (9) KMBC Bldg. 
llth & Central, Harrison 1-2650. AA % 
hr $660. m $300, ID $150. ABC. vtr. Don- 
ald D. Davis p & cm; John T. Schilling 
exec vp & gm; PGW rep. 

Kansas City” WDAF-TV (4) Signal Hill 
zn 8. Plaza 3-4567. A hr $1, 400, m $400, 
ID $180. NBC. vtr. William A. Bates 
* ms E,. Manne Russo g sis m; 


Kirksville, Ottumwa, Ia., KTVO (3) 211 7 
Second St., Ottumwa. Murray 24 
hr $300, m'$60. ID $30. James J. Conver 
p & gm; Lloyd Wm. King sls m; Hol- 
lingbery rep. 

St. Joseph, KFEQ (2) 40th & Faraon. 
Adams 3-2528. AA hr $500, m $100, ID 
$50. CBS, ABC. Theodore M. Nelson exec 
vp; E. Carleton Schirmer sls m; Blair 
Television Assoc. rep. 

St. Louis, KMOX-TV (4) 1215 Cole, zn 6. 
wa 1-9100. AAA hr $2,100, B m 

20-sec $375, ID $187.50. CBS. vtr. 
Gene Wilkey vp & gm; Charles McAbee 
g sis m; TV Spot Sales rep. 

St. Louis, KPLR-TV (11) Video City, 4935 
Lindell Blvd. — * Forest 7-7211. A hr 
$1,000, m $240. ID $120. vtr. Harry Kop- 
lar p; James Goldsmith vp sls; PGW rep. 

St. Louis, KSD-TV ®) 1111 Olive St. zn 1 
Main 1-1111. AAA hr $2,000, m $400, 
$185. NBC. vtr. Harold Grams gm; Guy 
E. Yeldell g sls m; NBC Spot Sales rep. 

St. Louis, KTVI (2) 5915 Berthold Ave. 
zn 10. Mission 7-3600, AA hr $1,150. m 
$287, ID $145. ABC. J. J. Bernard vp & 
gm; Shaun Murphy nat sls m; Paul R. 
Litt loc sls m; Blair-TV rep. 

Sedalia, KMOS-TV (6) 2100 W. Broetvas 
Taylor 6-1651. A hr $150. m $30, ID $15. 








Bi 


) 








ABC. John Gasper iy 4 me gm; Harry Trot- 

man cm; Bob 

Springfield, KTTS-TV. tie» Box 1716 SSS 
zn +. Cee 2-7474. A hr $350, AA m 
aay D $43.75, CBS. G. Pearson aaa 

p& *. Jack Lloyd sls m; Weed re; 

Springfield, KYTV (3) 999 W. ates. 
University 6-2766. A hr $375, AA m $103. ws 
ID $46.88. NBC. vtr. Carl yx ene &. 
Stufflebam co-managers; R. I Seumiebern 

cm; Hollingbery rep. 


MONTANA 


Billings, ren-x (8) 214 N. 30th. ALpine 
244641. hr $250, m $75, ID $37.50. NBC. 
J. L. Py. d... gm; Robert McCann sis 

; Devney rep. 

Billings. KOOK-TV (2) Box 2577, 3203 3rd 
Ave. N., pttine 2-5611. A hr $250, m $75, 
ID $37.50. CBS, ABC. Joseph S. Sample 
22 gm; John H. Conner - m; Holling- 

ory rep 

Butte, KXLF-TV (4) 1003 S. Montana. 
2-9111. A hr $250, m $75, ID $37.50. CBS, 
ABC, NBC. E. B. a, p & gm; Jim 
Manning st m; Skyline 

Glendive, KXGN-TV we Fs 122) "5. Merrill Ave. 
Empire 5-3377-3378. hr $125, m 
ID $12.50. CBS. Daniel ¢ Cc. Palen gm; Bart 
Rockwell sls d. 

Great Falls, KFBB-TV (5) Box 1139. Glen- 
dale 3-4377. A hr $250, m $75, ID $37.50. 
ABC, CBS, NBC. W. Ae Blanchette stm & 
em; Hollingbery re 

Great Falls, KRTV “3 Box 1453, Glendale 
3-2433. AA hr — » $50, ID $25. NBC. 
Dan Snyder p, & sis m; Forjoe rep. 

Helena, KXLSTY (12) Montana Ave. 
Cherry St. Hickory 2-6620. Barclay Craig- 
head res m. Satellite of KXLF-TV Butte. 

Missoula, KMSO-TV (13) 340 W. Main zn 1. 
Li 4169. AA hr $250, m $50, ID $25. CBS, 
NBC, ABC. Art Mosby p & gm; Don 
Hayes nat sls m & prom m; Forjoe rep. 


NEBRASKA 

Hastings, wy TV (5) Box 476. 3-1321. 
A hr ID $30. NBC. Duane L. 
Watts gm; “Robert Schnuelle sls m & 
opertns m; Weed r 

Hay Springs, KDU TV (4) Highway 87. 
Melrose 8-2741. A hr nat $200, loc $100; 
m nat $0, loc $26; ID nat $20, loc $9. 
CBS, ABC. John Ludwig res m. Satellite 
of KOTA-TV Rapid City, S. D,. Headley- 
Reed rep. 

Hayes Center, KHPL-TV (6) Hayes Ctr. 
Holdrege. Wy 5-5952. Satellite of KHOL- 
TV Kearney. 

Kearney-Holdrege KHOL-TV (13) 414 East 
Ave., Holdrege. Wyman 5-5952. A hr $450, 
m $90, ID $45. CBS, ABC. Jack Gilbert 
st m; Paul Freygang rgnl sls m; Meeker 


rep. 

Lincoln, KOLN-TV (10) 40th & W Sts. 
In 6-2367. AA hr $500, m $115. ID $50. 
CBS, ABC. A. James Edel vp & gm: M. 
Duane Holman sls m; Avery-Knodel rep. 

McCook, KOMC (8) Satellite of KCKT-TV 
Great Bend, Kan 

North Platte, KNOP-TV (2) Box 756. Len- 
nox 22222. A hr $150, m $36, ID $18. 
og Bill beige § * m; Bill Young rgnl sls 


; Bob Dore 

eusate, KETV “Dy 27th & Douglas Sts. 
zn 31. Harney 7777. AA hr $900, m $225, 
ID $112.50. ABC. Eugene S. Thomas vp & 
gm; Robert O. Paxson sls m; H-R a 

Omaha, Ay}! (3) 2615 Farnam St. 

3333. AA hr $1,000, m $250, ID $115. NBC. 
Owen eS exec vp & gm; Arden E. 
Swisher g sls m; Petry rep. 

Omaha, WOW- TV (6) Tasurence Bldg. zn 2. 
Webster 3400. AA hr $1,000, m $245, CB 
$225, ID $112.50. CBS. vtr. ™yrank . 
Fogarty vp k gm; Fred Ebener sis m; 
Blair-TV re 

Scottsbluff, KSTF gs Satellite of KFBC- 
TV Cheyenne, Wyo 

NEVADA 

Las Vegas, KLAS-TV *. 250 E. Desert Inn 
Rd. Dudley 26138. A hr $250. m $50, ID 
$25. NBC. Howard Kalmenson gm; Rich- 
ard Jacobson nat sls m; Norm White sls 
m; Weed rep 

Las Vegas, KLRJ- TV (2) 4850 Boulder Hwy. 
Dudley 2-1760. AA hr $275, m $60, ID $40. 
NBC. William D. Stiles gm; Allen W. 
Dunn nat sls m; Headley-Reed rep 

Las Vegas, KSHO-TV (13) El Rancho ‘Vegas 
oy , Dudley 2-8010. AA hr $200. m $40. 
ID $ ABC. oo Gold gm; W: aSy Shuli 
sls = aioe 

Reno, KOLO- TV ™B) 770 E. 5th St. Fair- 
view 3-0721. AA hr $400, m $80, ID $40. 
CBS. NBC, ABC. Lee D. Hirshland gm; 
Frank F. Wood cm; Headley-Reed rep. 


NEW HAMPSHIRE 


Keene, WRLP (see Greenfield, Mass.) 

Manchester, WMUR-TV (9) 1819 Elm St. 
National 3-8061. AA hr $500, m $100, ID 
$50. ABC. David O’Shea gm; Weed rep. 

a, WMTW (see Portland, 








NEW JERSEY 
Newark, WNTA-TV (13) 1020 Broad — 
zn. 1. Barclay 7-3260. AA hr $2,000, 
$600. ID $300. vtr. Ted Cott vp & gm: 
Donald J. Quinn vp & g sls m; Young rep. 


NEW MEXICO 

Albuquerque, KGGM-TV (13) 1414 Coai 
Ave, SW. Chapel 3-2285. AA hr $400, m 

, ID $45. . vtr. A. R, Hebenstreit 
p & gm; R. C. “‘Dusty’’ Rhoads loc sis 
m; Branham re 

Albuquerque, KO. T-TV (7) 122 Tulane- 

Drive SE. ‘Alpine 5-8716. AA hr $425, m 
5, ID $38. ABC. Max A. Sklower st m 
& sis m; Avery-Knodel rep. 

Albuquerque, KOB-TV (4) 1430 Gone, Ave. 
SW. Chapel 34411. A hr $450. 

ID $45. NBC. George S. Johneon. gm; 
Robert Williams sls m; Petry rep. 

Carlsbad, KAVE-TV (6) 2907 W. Church 
St. Tuxedo 54101. A hr $150, m $30, ID 
$15. oy? Tom Wiseheart gm & sls m; 
Bollin, cy 

Clovis, KVE TV Fy 1000 sxcamess S. 
Porter 3-5511. r $150, 
$15. CBS. vtr. eo Wilkes om; hee 
Henry nat sls m; Branham roe. 

Roswell, KSWS-TV (8) 1717 W. Second 
St. Main 2-6450. A hr $250, m $60, ID 
$30. John A. Barnett o & gm; Paul B. 
McEvoy sis m; Meeker, Melville reps. 

NEW YORK 

Albany, WAST (13) 15 N, Pearl St. 

wz yy 55291; Ashley 43414. 

hr $900, hr $540, % hr $360, ABC. 
ae Witten A. Riple gm; Dom Tovino 
sls m; H-R rep. 

Albany, W-TEN (10) Box 10 zn 1. Hobart 
3-2225. A hr $900, AA m $175. $87.50. 
CBS. Thomas S. Murphy gm; William 
Lewis sls m; Bilair-Tv rep. 

Albany, Schenectady, Troy, WRGB (6) 
1400 Balltown Rd. zn 9, ey 4 
Franklin 7-2261, AAA hr $1,250, m 
ID $120. NBC. ‘vtr, J. Milton Lang gm: 
— Spring sls m: NBC Spot Sales 


Binchamien, ware-ee er) 70 Henry St. 
RA 38251. hr $60, ID $30. 
NBC. raward M. Scala = & g sis m; 
Everett-McKinney, rep 

Binghamton, WNBF-TV Pisa) Sheraton Inn. 
Raymond 3-7311. AA hr $1,000, m $225, 
a a. CBS, George R. Dunham 

M. Scala tv sls m; Blair-Tv rep. 
petaio” WHEN-TV (4) tts ‘Elmwood Ave. 
Bedford 0930. AA hr $1,250, m $250, ID 

$125, CBS. George R. Torge st m; Nich- 
olas J. Malter sls m; HRP rep. 

Buffalo, WGR-TV WA 184 Barton St. zn 
13. Summer 7115. AA hr $1,300, m_ $300, 
ID $150. NBC. vtr. Van Beuren W. De- 
Vries vp & gm W. P. Dix Jr. asst m 
S hw d; G. Paschali Swift sls m; Petry 


Buffaio, WKBW-TV_ (7) 1420 Main St. 
Garfield hr 


st m; Anthony C. Rocco sls m; Avery- 


Pp. 

Carthage-Watertown, WCNY-TV (7) Box 
211, Watertown. Sunset 2-1800; sls Sun- 
set 21800. A hr $300, m $60, ID $30. 
CBS, ABC. James W. Higgins tv d; Al- 
fred M. Tauroney sis m; Weed rep. 

Elmira, WSYE-TV (18) Hawley Hill, Re- 
gent 3-5536. Paul Abbott m, Satellite of 
WSYR-TV Syracuse. vtr. 

New York, WABC-TV (7) 7 W. 66th St. 
zn 23. Oregon 7-5000. AA hr $4,890, m 
$1,800, ID $900. ABC. vtr. Joseph Stam- 
ler vp & gm; James E. Szabo g sls m; 
Blair-Tv rep. 

New York Wess- TV (2) 485 Madison Ave. 
zn 22. Plaza 1-2345. AAA hr $10,000. SB 


nk J. 
Shakespeare Jr. gm: Norman E. Walt 
Jr. g sis m; CBS-TV Spot Sales rep. 

New York, WNBC-TV (4) 30 Rockefeller 
Plaza zn 20. Circle 7-8300. AAA hr. $10,- 
200, m_ $2.300, ID $1,150. NBC. vtr. Wil- 
liam N. Davidson vp & gm; Jay Heitin 
m nat sis; NBC Spot Sales rep. 

New York, WNEW-TV (5) 205 E. 67th St. 
zn 21. Lehigh 51000. A hr $3,000, m 
$578, ID $210. vtr. Bennet H. Korn exec 
vp; Petry rep. 

New York, WNTA-TV (see Newark, N. J.) 

New York, WOR-TV (9) 1440 Broadway. 
Longacre 4-8000. A hr $2,000, m $200, ID 
$75. vtr. Robert Leder gm; Burt Lam- 
bert. vp & sls d; H-R rep. 

New York, WPIX (11) 220 E. 42nd St. zn 
17. —s Hill 2-6500. A hr $2,000, m 
$550, ID $200. vtr. Fred M. Thrower vp 
& M, John A. Patterson vp & sls m; 
PGW rep. 

Plattsburgh, WPTZ (5) 357 Cornelia St. 
Jordan 1-5555. AA hr $400, m $80, ID $40. 
NBC, ABC, George Baren Bregge vp & 
gm; Lincoln Mayo loc sis m; Blair-TV 

rep. 









Rochester, WHEC-TV (10) 191 East Ave. zn 
4. Baker 5-3050, A hr $900, AA m $220, 
ID $100. CBS, ABC. vtr, Lowell H. Mac- 
Millan vp & gm; John J, Cody m tv sls; 
Everett-McKinney rep. 

Rochester, WROC-TV (5) 201 Humboldt 
St. zn 3. Butler 88400, A hr $800, m $220, 
ID $100. NBC, ABC. Gunmar O. Wiig 
gm; John W, Kennedy Jr. g sls m; Petry 


Rochester WVET-TV (10) 17 S. Clinton 
Ave. zn 4. Hamilton . A hr $900, 
#* Lt, ID $100. CBS, ABC, Ervin 

F. p & gm; | ow Murrellwright 
g sis a Bolling ss 

Se enectady, WRGB NSee Albany) 

Syracuse, WHEN-TV (8) 101 Court St. zn 
8. Granite 4-8511. AA hr $1,000, m $300, 
ID $137.50. CBS, ABC. vtr. Paul Adanti 
vp & gm; Fred Menzies cm; Katz rep. 

Syracuse, WSYR-TV (3) 1030 James St. 
zn 3, Granite 43911. A hr $1,100, m $300, 
ID $138, NBC, ABC, vtr. E, R. Vade- 
boncoeur p; William R Alford Jr. cm; 
HRP rep. 

Utica-Rome, WKTV (2) Box 386, Utica. 
Redwood 3-0404. AA hr $550, m $140, 
ID $62.50. NBC, ABC. Gordon Gray p & 
gm; David D. Kuyk loc sis m; H- R rep. 


NORTH CAROLINA 

Asheville, WISE-TV (62) 92 Haywood St. 
Alpine 4-4448. A hr $150, m $30, ID $15. 
N Harold H. Thoms p; Broadcast 
Time Sales rep. 

Asheville - Greenville - ett, 8s. C. 
WLOS-TV (13) 288 Macon Ave. Alpine 
44321. AA hr $800, m $175, $87.50. 
ABC, T. A. Eiland vp & gm; Saul Rosen- 


weig vp, g sls m; PGW, Ayers reps 
Charlotte, (3) 1 Julian Price Pl. 
zn 8. Edison 3-8833. AA hr $1,250, m $325, 


ID $137.50. CBS, ABC. vtr. Kenneth L 
Tredwell Jr. vp & mng d; Wallace J. 
Jorgenson asst mng d sis; CBS- Ss 


Sales rep. 

Charlotte, WSOC-TV (9) Box 2536, Frank- 
lin 6-8401. AA hr $900, m $275, ID $112.50. 
NBC, ABC. Larry Walker exec * & 
gm; C. George Henderson g sls m; H-R 


ee WTVD (11) 2410 Broad 
St. 22111. AA hr $850, m $170, cb $150, 
ID $85, CBS, ABC. Harmon L. Duncan & 
Floyd Fletcher, gms; Mike Thompson 
sis m; Petry rep 
Greensboro, WEMY" TV (2) Phillips Ave. at 
White St. Broadway 40114. A hr $1,000, 
AA m $200. ID $100. CBS, ABC. vtr. 
Gaines eg | =. Richard W. Hollo- 
way sis m; HRP re 
Greenville, WRT a Evans St. extension. 
Pl 26181. AA hr $450, m $100, ID $0. 
CBS, ABC. A. Hartwell Campbell gm; 
John G. Clark Jr. cm; Hollingbery rep. 
Raleigh-Durham, WRAL-TV (5) 2619 West- 
ern Blvd. Vance 82511. AA hr $850, m 
$170, ID $8. NBC, ABC. vtr. Fred 
ag mong * vp & oo Fletcher Turner nat 
sls m; H-R re 
Washington, WITN (7) Box 468. Whitney 
6-3131. A hr $400, m $100, ID $80, CB $40. 
NBC. W. R. Roberson Jr. p & gm; T. H. 
— exec vp; Headley-Reed, Ayers 


Wilmington, WECT (6) .- W. Shipyard 
Blvd. Roger 3-4666. AA hr $425, m $85, 
ID $42.50, NBC, CBS, ABC, vtr. Claud 
O’Shields gm & sis m; Weed rep. 

Winston-Salem-Greensboro, WSJS-TV (12) 
419-21 N. Spruce St. Park 5-2311. A hr 
$750, m $150, ID $75. NBC. vtr. Harold 
Essex p & gm; Harry B. Shaw vp for 
sls; PGW rep. 


NORTH DAKOTA 

Bismarck, KBMB-TV (12) Box 358. Howard 
Morris m:; W. L. Hurley vp chg sls. 
Satellite of KXJB-TV Valley City. 

Bismarck, KFYR-TV (5) 200% 4th St. 
Capital 3-0900. AA hr $350, m $75, ID 
$37.50. NBC, ABC. William Ekberg p 
& gm; Cal Culver st m; A. L. Anderson 
g sis m; Blair Television Assoc, rep. 

Dickinson, KDIX-TV (2) 119 2nd Ave. W. 
5133. AA hr $175, m $35, ID $17.50. CBS, 
ABC. Stanley T. Deck gm; Mel Hallock 
nat sis m; ib Weiler loc sls m; Hal 
Holman rep. 

Fargo, KXGO-TV (11) 4000 W. Main St. 
AD 54461. AA hr $300. m $75, ID $30 
ABC. vtr. John W. Boler p & gm; Arthur 
Nelson sls m; Weed rep. 

Fargo, WDAY-TV (6) _ N. Fifth. Adams 
2-3371, AA hr $600, m $130, ID $60. NBC. 
Tom Barnes gm; Jack Lester sls m; PGW 
rep. 

Grand Forks, KNOX-TV (10) Box 1110, 
State . Rd. 44611. A hr $200, m $40, 
ID $15. NBC. Robert C. Lukkason, gm; 
Meeker rep. 

Minot, KMOT (10) 200% 4th St., Bismarck. 

Capitol 3-0900. Curt Sorbo res m; A, L. 

Anderson g sis m; Blair Television As- 
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soc. rep. Satellite of KFYR-TV Bis- 
arck. 


m 

Minot, wry? (13) Hwy 83 S, Temple 
82-104. A br $250, m 900, ED $25, CES. 
A , Rieten & gm; Henry 
Beuchler loc sls m; Winiam L. Hurley 

nat sls m; Weed . 
Vvaiey City, KXJB-TV (4) 4000 W. Main, 
Far; ams 5-4461, AA hr $625, m $150, 
Ip $13. CE CBS. \ vtr. John W. Boler p & gm; 
Tim M 


cGuire cm; rep. 
Williston, KUMV- TV (8) 223 
3-6388. — Les Kleven st m; A. 

Anderson g sls m; Blair Television Assoc. 
rep. Satellite of KFYR-TV Bismarck. 


OHIO 

aie, WAKR-TV - Television Center, 
$33 SB So ABS ae ae A hr $300, m 
Roger < Berk vp & 
gm: Kennett M. M. Keegan vp sls; Me 
Cincinnati. WCRO-TV (9) = are St. 
zn 6, University EROS, | hr $1,400, m 
$400, ID $165. ABC. AS. Watters vp 
& gm; Mrs. Marian tea nat sls m; 

Blair-Tv 
Cincinnati, WKRC-TV (12) 1906 Highland 
Ave. zn 19, Garfield 1-1750, AA hr $1,300, 
m $360, 20 sec $350, ses. cps. J. 
(W. McGough gm; Charles Dwyer, asst 


gm; Katz re 

Cincinnati WL V-T (5) 140 W. 9th St. zn 
2. Cherry 1-1822. AA hr $1,500, m $360, 
ID $180, NBC. vtr. John wT. Murphy, vp 
chg tv; James T. ‘‘Steve’’ Crane sls m; 
Bomar Lowrance, Crosley and NBC Spot 


Sales reps. 

Cleveland, KYW-TV (3) 1403 E. 6 St. zn 14. 
Superior 1-4500. AA hr $2,200, m $600, 

NBC. vtr. George H. Maithleson gm; 
Albert P. Krivin sls m; TvAR re 

Cleveland, WEWS (5) 3001 Buclid Ave. 
zn 15. Henderson 2-1500. AA hr $1,900, 
m $625, ID $300. ABC. vtr. James C. 
Hanrahan vp & gm; Jay S. Kerekes nat 
adv m; Bilair-Tv rep. 

Cleveland, WJW-TV (8) 1630 Euclid Ave. 
zn 15, Tower 1-6080. AA hr $2,000, m , 
ID $275. CBS. vtr. Ben Wickman mng d; 
Frank Barron g sls m; Katz rep. 

Columbus, WBNS-TV oo 770 Twin Rivers 
Dr. Capitol 8-3538. hr $1,200, m $200, 
ID $100. CBS. Ri wg — Fight 
Robert D. Thomas sls m; Blair-Tv rep. 

Columbus, WLW-C (4) 3165 Olentangy 
River Rd. zn 2. Amherst 3-5441. AA hr 
$1,100, m $250, ID $125. NBC. Walter E. 
Bartlett gm; Richard E. Reed sls m; 
Bomar Lowrance, WLW Sales and NBC 
Spot Sales reps. 

Columbus. WTVN-TV (6) 753 Harmon Ave. 
zm a, sy 85801. AA hr $1,000, m 
$260, ID $125. —z" is T. Johnston, gm; 
F. Von Stade, na ; Katz rep. 

Dayton, WHI OTV o 1414 en o4 
Ave. zn 1, MY ag 45311. r $950, 
m $230, ID $100. CBS. Robert i. a Moody 
exec vp zg gm; Stan Mouse retail sls m; 
Hollingbery rep 

Dayton, WLW-D (2) 4595 S. Dixie Hwy. 
Axminster 3-2101. AA\A hr $1,200, m $285, 
ID $125. NBC, ABC. George Gray gm; 
Dale A. Smith sls — WLW Sales 
Bomar Lowrance rep: 

Lima, ere * TV (35) 142 4 Rice Ave. Capital 
5-3010. hr oe. ID $20. ABC, 
CBS, NBC's’ ag FF A, 
(McGavren rep. 

Steubenville, WSTV-TV (9) Exchange 
Realty Bldg. Atlantic 2-6265. AA hr $550, 
m $140, ID $65. CBS, = John J. Laux 
— = & gm; Joseph M, Troesch asst 

ry-Knodel rep. 

Toledo. AWSPD-TV “> 136 Huron St. zn 4. 
Cherry 1. AA hr $1,000, m $255, ID 
os. ABC. NBC. Peter Storer mng 4d; 

oyde E. Beaston g sls m; Katz rep 

Tolede WTOL-TV (11) 604 Jackson Si. zn 
4. Cherry 4-7411. AA hr t .» m $250, 
ID $125. CBS, NBC. Thomas §S. Brether- 
ton gm; George J. Kapel, g¢ sls m; H-R 


rep 

Youngstown, WFMJ-TV (21) 101 W. 
Boardman St. Riverside 4-8611. A hr $400, 
m $80 ID $0. NBC. Mitchell F. Stanley 
st m & sls m; Headley-Reed rep 

Youngstown, WKBN-TV (27) 3930 Sunset 
Blvd. zn 1. Sterling 2-1145. A hr $450, m 
$90, ID $45. CBS. vtr. Warren P. William- 
son Jr. p & gm; David V. Stewart, sls d; 
Raymer rep 

Youngstown, WKST-TV (33) 3800 Shady 
Run Rd. zn 7. Sterling 82424. A hr $400, 
m $80. ID $40. ABC. Sam Townsend p & 
gm; Robert C. Harnack sls m; Weed rep. 

Zanesville, WHIZ-TV (18) Lind Arcade 
Bldg. N. 5th St. Gladstone 2-5431. A hr 
$150. m $30, ID $15. NBC, CBS, ABC. 
Allan Land mng d; Nate Milder, sls d; 
Pearson rep. 


OKLAHOMA 


Ada, KTEN (10) Box 10. Federal 22211, 
A hr $250, m ID $20. ABC, NBC, CBS. 
vtr. Bill Hoover p & gm; Brown Morris 
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vp & st m; Raymer rep. 

Ardmore-Sherman-Denison. KX (12) Hwy 
75 N., Sherman. Tw 2-8123. 
$40, ID $20. NBC, CBS, 
st m; Amory Johnston nat sls m; Venard 
Rintoul & McConnell rep. 

Lawton, KSWO-TV (7) Box 699, Elgin 
5-7000. Wichita Falls 322-2233. A hr $280, 
m $80. ID $40. ABC. R. H. Drewry, p & 
gm; Al Hazelwood, prom m; McGavren 


rep. 

Oklahoma City, me0e-s¥ (5) 63rd & Port- 
land, Victor 2-6633. A hr $800, m $160, ID 
$150. ABC. Ben K. West gm; Alex Kolen- 
sky sls m; Blair-Tv rep. 

Oklahoma City, KWTV (9) 7401 N. Kelley. 
zn 14. ae oe AA hr $950, m 
ID CBS. Edgar T. Beli exec vp 
te Rn J. gaber Ue oo eek a 

e 

Oklahoma. City. WKY-TV (4) 500 E. Brit- 

am Rd. zn 14. Trinity 8-2161. AA hr $950, 
ID $120. NBC. vtr. Norman P. 
Bagwell vp & A, m; Tom Parrington nat 


sls m; Katz 
Tulsa, KOTV 6) "302 S. Frankfort, zn 20. 
Luther 2-9233. AA hr $825, m $220, ID 


Dale E. H 
Tuisa, KTUL-TV (8) Box 9697, Lockout Mt. 
yy Ag— A hr $650, m $170, ID $80. 
ABC. Bill Swanson vp & gm; Bob Gordon 
faa sls m; Kaas Black nat sls m; 


1 re 
Tulsa, KVOO-TV te 3701 S. Peoria zn 5. 
Riverside 2-5561. AA hr $750, m $192.50, 
ID $87.50. NBC. vtr. C. B. Akers exec vp 
& gm; John Devine cm; Blair Television 
Assoc. rep. 


OREGON 
Coos Bay, KCBY-TV (11) Pacific Television 
—_ c/o KVAL-TV, Box 348, Eugene. Rob- 
P. Booth p; Milton Lindley st m; 
I rep 
Dagens, KVALTV (13) pox. 548, Blanton 
5 ———— - A hr $396, m $99, 
ID $41. NBC. 
E. Nickell sls a Holling 
Klamath Falls. KOTLTV 3) "Sra a & Main. 
o hr $200, m . ID $24. 
ABC, CBS. Richard W. Green st m; Jer- 
old R. Poulos nat sls m; Hollingbery rep. 
Medford, KBES-TV =o 2000 Crater Lake 
Hwy. Spring 3-4581. r $250, m $70, 
ID $30. CBS, ABC. inar R. Poulos st 
m; — O. Lindstrom sls m; Holling- 


bery 
Portland. ‘KGW-TV (8) 1139 SW 13th Ave. 
3-6364. AA hr $900. m $315, 


zn 5. Capital 
ID $125. NBC. vtr. Walter E. Wagstaff 
st m; John H. Pindell sls m; Blair-Tv rep. 
Portland, KOIN-TV (6) 140 SW Columbia 
St. zn 1. Capitol 83333. AA hr $900, m 
$312.50, ID $125. CBS. vtr. C. Howard 
Lane, exec. vp & mng d; John L. Palmer 
nat sls m; CBS-TV i 
Portland, KPTV (12) Box 3401. zn 5. or 


ABC. John S. pg gm; Donald ‘Tyke. 
son sls m; Petry r 

Roseburg. KPIC (4) Box 1345 Gunes 2 2- 
1721. A hr $150, m ID $15 
Aaron Boe st m & sls m: aR. RS rep. 
Optional affiliate of KVAL-TV Eugene. 


W, McCready = Glenn 


PENNSYLVANIA 
Altoona, WFBG-TV (10) 5000 peath A Ave., 
Commerce Park. Windsor 4-2031. hr 


$900, m $200. ID $100. CBS. ABC vtr. 
Frank Palmer Robert E. Miller sls 
m; Blair-Tv re 
Erie, WICU-TV. ti2) 3514 State St. Glen- 
dale 4-5201. A hr $700, m_ $150. ID $75. 
ABC. Ben McLaughlin vp & gm; 
Bob ‘Lundquist em; Blair Television ‘As- 
soc. rep. 
Erie, WSEE-TV (35) 1220 Peach = aa 
dale 5-7575. AA hr $300, m $60. ID $30. 
~y ABC. Donald M, Boyee gm: 4 be 


a WHP-TV (55) 216 Locust St. 
Cedar 4-3211. A hr $325, m $65, ID $32.50. 
CBS. Cecil M. Sansbury gm; George Gott- 
schalk tv sls m; Bolling rep. 

Harrisburg. WTPA (27) 3235 Hoffman St. 
Cedar 8-7171. A hr $450, m $95, ID $8. 
ABC. Donald D. — gm; Allen P. 
Solada sls m; HRP re 

= WARD-TV “(o6) 235 Franklin St. 

0761. A hr $200, m ID $15. CBS 

ABC. William D. Confer. gm: Weed rep. 

Johnstown, by ay TV (6) 329 or St. 

7-8711. AA 1,000, = $250. ID $125. 

NBC, Alvin "5. Schrott — apd bag & gm; 
John Hepburn sls m: 

Lancaster, WGAL-TV (8) Lincote Hwy W. 
& Abbeyville Rd. Express 35851. AA hr 
$1,200. m_ $325. ID $120. CBS, NBC. vtr. 
Clair R. McCollough p & gm; Harold E. 
Miller st m; a ae Gulick asst gm chg 


sls; Meeker 
Lbeanon, WLYH-TV (15) R. C. N. 5 Tele- 


vision Hin. Crestview 3-4551. A hr $300 

m $50, ID $20. ABC. Joe Zimmerman gm: 
Robert Rice sis m; Blair Television Assoc. 
rep. 


New Castle, WKST-TV (see Youngstown, 


O.) 

Philadelphia, WCAU-TV (10) City & Monu- 
ment Aves. zn 31. Greenwood 7-8300, AAA 
hr $3,800, ID $425. CBS. vtr. John A. 
Schneider vp & gm; James E. Conley g sls 
m; CBS-TV Spot Sales rep. 

Philadelphia, WFIL-TV (6) 46th & Market 
Sts. zn 39. Evergreen 2-4700. AA hr $4,000, 
ID $475. ABC. Roger W. Clipp vp & 

3 Geeepe A. Koehler st = es Ww. 
n g sls m; Blair-T 

Philadelphia. WRCV-TV (3). 1619 Walnut 
St. zn 3. Locust 43700. AAA hr 
m $1,000, ID $440. NBC. vtr. Theodore 
Walworth Jr. m; Chester R. Messervey 
loc sls m; NBC Spot Sales rep. 

Pittsburgh, KDKA-TV (2) 1 Gateway Cen- 
ter zn 22. Express 1-3000. AA hr $2,400, 
m $600, ID $300. CBS. vtr. Jerome R, 
Reeves a Henry V. Greene Jr. sls m; 


TVAR re 
Pittsburgh. ‘WwrIc (11) 341 ite Main An. 
zn 14. Fairfax 1-8700. hr $2,000. 
NBC, vtr. 9 *: A. Mor- 
tensen exec vp - gm; Roger D, Rice sls 
m; Biair-Tv re 
Pittsburgh, WTAE (4) 400 Ardmore Blvd. 
zn 30. Church eo eee. AA hr $1,800, m 
, ID $225. ABC. Franklin C, Sny- 
der vp & gm; Alan “Trench sls m; Katz 


rep. 

Seranten, WDAU-TV oft 2) wv Wyoming 
Ave. zn 9. Diamond 2-7634, AA hr $600, m 
$135_ ID 2. CBS. Robert McDowell st 
m; Francis Conway g sis m; H-R rep 

Scranton, WNEP TV (16) 333 Madison > 
Diamond 3-1245. AA hr $575, m $125, ID 
$57.50. ABC, Thomas P, Shelbourne exec 
2. = gm; Malcolm W. Dale g sis m; 

e 

Wilk sadbeme, WBRE-TV (28) 62S. Frank- 
lin. Valley 3-3101, AA hr $600. m $130, 
20 sec $120. ABC, David M. Baltimore vp 
& gm; _—— Paul prom m; Headley: 


Reed_re 
York, WSBA-TY (43) S. Quese._ 2 St. Extd. 
York 25-531. A hr $200, m $37.50_ ID $20. 
ABC. Robert M. Stough. § st m; H, David 
Berlin sls m; Jack Masla rep. 


PUERTO RICO 

Aguadilla, WOLE-TV (12) 17 Munoz Rivera 
St, Hector Reichard p; — G, Johnson 
vp & treas. Caribbean 

Caguas, big yh (11) "Contede St., San 
Juan. AA hr $265, m $65, ID $25. Ralph 
Perez i Pp; Jose A, Ribas gm; Pan 
American rep. 

_— aguez, WORA-TV (5) Darlington yw 

hr ID $20. CBS, 


$200, m $40, 
NBC. ‘Alfredo R. de Arellano, Jr. p & gm: 
George Mayoral exec vp; Inter-American 
Publications rep. 

Ponce, WRIK-TV @ Darlington Bldg. 2 
0280—2-1393. AA hr $150, m $26, ID $11. 
‘OBS, ABC. William Cortado st m; Amedeo 
Sepulveda, Jr. asst sls m; Inter-American 
Publications rep. 

Ponce, WSUR-TV (9) La Rambla, Box 471. 
Ponce 24178—San Juan 21278. AA hr 
$150, m $26, ID $10. Ralph Perez Perry 
Pp; Jose Ribas gm; Pan-American rep. 

San Juan WAPA-TV (4) 357 Ponce de Leon 
Ave. 3-3006. AA hr $325, m $90, ID $36. 
NBC, ABC. John G. Johnson p & gm; 

Helena Martinez Schettini sls service m; 


STATION 
DIRECTORY 
REPRINTS 

are available 


25c¢ each 
20c in lots of 10 or more, 








Address Reader’s Service, TELEVISION 
AGE, 444 Madison Avenue, New York 
2. 2. 
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Caribbean re 

San Juan WKAQ-TV (2) Stop 8, Fernandez 
Juncos, Puerta de ey tation, 3-3800. 
AA hr $375, m $100, ID $40. Ange! 
Ramos p; Inter-American Publications 
rep. 


RHODE ISLAND 

Providence, WJAR-TV (10) 176 Weybosset 

St. zn 2. Gas 1-8255. AA hr $1,300. 
m $325. ID NBC, ABC, vtr. J. 

“Dody’ Sinclair P; Ed Boghosian nat sls 
m; Petry rep 

Providence, PRO-TV (12) Pvt yo St. 
m 2. Plantations 1-9776. hr $1,500, 
m $350. ID $175. CBS. a Joseph P. 
Dougherty gm; Eugene W. Wilkin sls 
m; Blair-Tv rep. 

WAM av. ie sso rel Ki 

Anderson, -' 
ied, Canal GASIL. 4 m3a0 1D 

$18.75. ABC, CBS 3“ Giean 4 § "Warnock 
gm; John McCallum sls d; Devney rep. 

Charleston, WCSC-TV (5) 485 00 Bay. Kay- 
mond 3-8371, AA hr $400, m D $40. 
CBS. Roland Weeks st m; Virgil Vv. Evans 
Jr. nat sls m W rep. 

Charleston, WUSN_TV (2) Mt. Pleasant. 
Tulip 44141. AA hr $400, m $100, 

YBC, ABC. vtr. J. Drayton Hastie p; 

Ashley D. Cohen, Jr, nat sls & prom m; 
Bolling =, Wis 

Columbia, WIS-TV (10) 1111 Bull St. Alpine 
3-8356. hr m $200, ID $7. 


NBC ABC. Charles A, “Batson mng d; 


Law Epps sls PGW re 

Columbia, WNOK-TV (62) 3 1811 Main =. 
Box 5307, Al my to AA hr $200, 
$40, ID $20. oody MeEiveen Jr. = 


& gm; David C. ailipe sls m; Raymer 


rep. 

Florence, WBTW (8) N. Pend St. Ext. Box 
630. Mohawk 2-1565. $400, m_$100, 
ID $45. CBS, ABC NBO. J. William Quinn 
mng d; John cm Brock sls m; CBS-TV 


Spot Sales 
TV (4) 505 Rutherford 
St. Cedar 91321. AA hr $650, m $135, ID 
NBC. vtr. Kenneth Beachboard m; 
Robert Q. Glass Jr. em; Avery Knodel 


Pa WLOS-TV_ Poinsetta Hwy. 
Cedar 98471 (See Asheville, N. C.) 

Spartanburg, WSPA-TV iy "123 N. Con- 
verse St, 583-3621. AA hr $500, m $125, ID 
$62.50. CBS. Walter J. Brown p & gm; 
Roger Shaffer nat sls m; Hollingbery rep. 


SOUTH DAKOTA 
Aberdeen, KXAB-TV (9) Coun Club Rd. 
Baldwin 54350. AA hr $150, m ID $15. 
NBC, ABC, Neal Edwards = & sis m; 
Weed rep. Affiliate of KXJB-TV Valley 


City, N. 
Deadwood, KDSJ-TV (5) Satellite of 
KRSD-TV Rapid C 
Florence, KDLO-TV ‘® Satellite of KELO- 
| Sioux Falls 
KDSJ-TV ~5) Satellite of KRSD-TV 
led City 
Rapid City, "KOTA-TV (3) Duhamel Bldg. 
Box 1752. Fillmore 2-2000. AA hr $200, 
m $0, ID $20. CBS, ABC. Helen S. Du- 
hamel p & gm; William F. Turner bus & 
cm; Headley-Reed rep 
Rapid City, KRSD-TV Pn wt Mountain 
iew Rd. Fillmore 2-6050. hr $150, 
m $25, ID $13.75. NBC. Truman aH Walrod 
st m; Bruce Twerrel sls m; Meeker rep. 
Reliance, KPLO-TV (6) C. J. Johnson st 
m, Satellite of KELO-TV Sioux Falls. 
Sioux Falls, KELO-TV (11) —s et; 13th. 
Ed 89631. AA h ID 


2 r 

$81.25. ABC, CBS, » rams one Nord 
gm & sls m; H-R rv 

ofen Falls, KSOO-T (13) 317 ° Phillips 
Ave. A hr $600 with KCMT Alexandria 
and KORN-TV Mitchell. NBC. Morton H. 
Henken p & gm; Wade Patterson sm. 
Avery-Knodel rep. 


TENNESSEE 

Chattanooga, WDEF-TV (12) 3300 Broad. 
Amherst 7-3392. AA hr $450, m $100, ID 
$50. CBS. Otis H. = =: 
Bonney nat sls sec; Bra 

Chattanooga, WRGP-TV (3) 1214 PitcCallie 
Ave, zn 4. Oxford 8-1505. AA hr $450, m 
oy ID $50, NBC, Harry ». Burke vp & 

; George P. Moore sls m; H-R rep. 

P+ Rien WTVC (9) Patten Hotel. Am- 
herst 64151. AA hr $450, m $100, ID $50. 
A Reeve Owen gm; J. V. Windsor cm; 
Young re} . -s 

Jackson, XI-TV (7) Box 309 717-9611. 
AA hr $250, m $50, ID $25. ABC, CBS. 
John E, North ' VP, &sis m; Venard, 
Rintoul & McConnell rep. 

Johnson eg wT nee WJHL-TV 


(11) Box 1 St., Johnson 
City. Walnut 62151. AA hr $300, m $60, 
ID $30, CBS, W. H. Lancaster Jr. 
gm; J. Will Hall sls m; Pearson rep. 
Knoxville, WATE-TV (6) 612 Gay St. SW, 


4-4651. AA hr $700, m $160, ID NBC. 
W. H. Linebaugh vp & gm; J. a McCloud 
sls <i " Avery-Knode rep. 

TV (10) 1513 Pig yy 
AA hr -_ m $140, ID $60. 
CBS. John P. Hart gm & nat sls'm; R. 8. 
Quinn loc sls m; Katz rep. 


Knoxville, WITVK Gs) Box 1388. zn 1. 
Mutual 7-2312, AA hr $360, m $72, ID 
ABC, John A. ak p & gm; il- 
liam E, EW HBG: 

Memphis, 

\Ave. zn 4. ew hr $900, 
m $225, $113, . A, Noel gm; 
Gorden Lawhead sls m; Alex Bonner 
loc sls m; H-R re! 

Memphis, ‘WMOT is) 1960 Ms aed Ave. 
Broad 2-0552. AA hr 


way $900, 
ID $100. NBC. H. W. Slavick ‘yn: Earl 
Moreland st m; Blair-Tv rep. 
Memphis, WREC-TV (3) Hotel Peabody 
Bidg. Jackson 5-1313. AA hr $1,000, m 


Nashville, WLAC-TV (3) 159 ath’ Ave, N. 
Chapel eo AA hr $950, m $200, 
$110. CBS. T. B. Baker Jr. exec vp & gm; 
Bob Reuschle g sls m rep. 

Nashville, WSIX-TV ‘a Nashville Trust 
BS. Union St. zn 3, Alpine 5-5431. 
AA $825, m $185, ID $93. ABC. Ss. 
Tanner cute vp & gm; James S. 
Murray tv sls m; PG ei 

Nashville, WSMTV’ “ 7th & Union, zn 3. 
Alpine 45656. AA hr $950, m $200, ID 
$150" ®NBC. Irving i. eens gm; Hi 
Branham cm; Petry re 


TEXAS 
Abilene-Sweetwater, KPAR-TV (12) 7400 
College Ave., Box 1475 Lubbock. Sher- 
wood 4-2345. "AA hr $200, m $40, ID $20. 
CBS. vtr. at parent station KDUB-TV. 
Jimmie Isaacs vp & st m; R, §. “Bud” 
Nielsen ns = m; John Henry nat sls m; 


Abilene, KREBC-TV (9) — S. 14th St. 
Ow 2-4242. AA hr $247.50, m $48, ID $24. 
NBC. George C. Breeding Jr. st m; George 


Dixon sls m; Headley- rep. 

Amarillo, KFDA-TV (10) Box 1400. Cherry 

at yy Evergreen 3-2226. AA hr 

m $75, ID $38. OBS. vtr. B. W. Spil- 

ler. gm; John -— g sls m; Blair Tele 
vision 

rillo, KGNC-TV (4) 2000 N. Polk St. 

3-3321. 


Evergreen AA hr m ID 
$45. NBC. Bob Watson gm; "Bill Clarke 


t m; Katz rep. 

Amarillo, KVII (7) to 925, Hwy. =. 

Fleetwood 6-5241. AA hr $300, m $60, ID 
ABC. C. R. “‘Dick’’ Watts vp & gm; 
John Conboye sls m; Bolling rep. 
Austin, KTBC-TV (7) 10th and Brazos. Box 
1155 zn 63. Greenwood 2-2424. AA hr $525. 
m $120, ID $60. CBS, ABC, NBC. J. C. 
Kellam p & gm; O. — Bobbitt vp 
& g sis m; Raymer 

Beaumont, KFDILTV @. 1420 oe Ave. 
Terminal 84731, AA h r $400, m $90, ID 
$54. CBS, ABC. C. B. ‘saae aus wb 
gm; Mott M. Johnson opertns m & cm; 
David Russell loc sls m; PGW re 

Beaumont-Port Arthur, KPAC-TV (4) Wood- 
tan * & a St., Port 

ir $400, m $100, cb $80, ID $48. 
NBC, ABe Julius M. Gordon p & gm; 
Mack Newberry cm: Headley-Reed rep 

Big Spring, KEDY-TV (4) ‘7400 College 
Ave., Box 1475. Lubbock. Sherwood 4 
2345. AIA hr $150, m $30, ID ID $15. CBS. vtr. 
at parent <~ KDUB-TV. Jack Wallace 
st m; R. “Bud” Nielsen g sls m; John 
Henry A, sls m; Branham rep. 

Bryan, KBTX-TV (3) E. 29th, Box 3237. 
Victor 6-7777. CBS, ABC. Harry Lee Gil- 
lam vp & st m: Boyce are sls m: Par- 
tial satellite of KWTX-TV Waco. Venara 
Rintoul & McConnell rep. 

Corpus Christi, KRIS-TV (6) 4 & Staples. 
Tulip 3-6511. an OF ae m $100, CB $90, 
on NBC, fac. T. Frank Smith p & 

; W. M. Eikn er xpi PGW rep. 
os Christi, KZTV (10) er Room 
Bldg. Tulip 4-1616. AA hr $400, 
ID M45. CBS, ABC. Vann M. 


Dailas, KRLD-TV an Herald Sq. zn 2. 
Riverside 2-6811. AA hr $1, 
$300. CBS. vtr. 


Gene Cuny g sls m; Branham rep, 
Dallas, WRAA-TV “a 3000 Harry Hines 
Blvd. yy 1-3315. AA hr $1,300, m 
$325, ID $200. ABC. > 3 = Shapiro 
st m; Dick Drummy g ; Petry rep. 
El Paso, KELP-TV (13) 4530 ‘Delta St. Box 
Sy Keystone 3-5911. AA hr $300, m 
D $30, ABC. Gene Roth gm; Ira Harts- 
field sls m; Young rep. 
El Paso, KROD-TV A,* 2201 oes Sb St. 
r $495, 


Keystone 2-6551. 

$49.50. CBS. a oe "rigs P: eons 
Collie nat sls m; Larry Daniels loc sls m; 
Bolling rep. 


El Paso, KTSM-TV (9) 801 N. Oregon St. 
Keystone 2-5423. AA hr $450, m $100, ID 
$45. NBC. Karl O, Wyler Sr. p & gm; Roy 
T. Chapman vp chg sis; Hollingbery rep. 

El Paso-Juarez, XEJ-TV * Ra 442, 
Paso. A hr $120, m $22, ID $11. Pedro 
Meneses Hoyos gm; Raph Fitzmaurice 
sls m; National Time Sales rep. 

Worth, KFJZ-TV (il) 4801 W. Free 


m , 
Wilson vp 4 gm; John Hopkins asst m; 
Blair-Tv 

Ft. Worth, “TV (5) 3900 Barnett St 
zn 3. Jefferson 61981, Ft. Worth; An- 
drew Dallas. AA hr $1,200, m $325, 
ID $175. NBC. vtr. Roy Bacus st m; Jack 

cm; PGW rep. 


CBS, 
gm; Joe Yowell nat sls m; Venard, Rin- 
toul & McConnell 


rep. 

Houston, sg og (11) Box 11, zn 2. Jack- 
son 94811. AA hr $1,200, m $300, ID $175. 
CBS. vtr. | 4-4 C. Richdale Jr. vp & 
gm; Robert S. Wilson g sls m; H-R rep. 

Houston, KPRC-TV (2) 3014 S. Post "Oak 
Rd. zn 1, et 3-9271. AA hr $1,200, m 
$300, ID $175. NBC. vtr. Jack Harris vp & 
gm; Jack McGrew st m; Petry rep. 

Houston, KTRK-TV (13) 4513 Cullen Bivd, 
Box 12, zn. 1. Jackson 6-1313. 

m $300, ID $175. ABC. vtr. Willard E. 
Walbridge <—~ vp & =: William Ben- 
nett cm; 4 

Laredo, KGNS-T (8) 80. Convent Ave. 

Randolph 3-3674. AA hr $200, m $50, ID 
CBS, NBC, Roy J. Bowman gm 
& sis m; Headley-Reed rep. 

Laredo, KLTV (see Tyler) 

Labbock, KCBD-TV (11) wy 1507, aete 
$108, >. Sherwood 4-1414. AA hr $400, 
$100, ID $50. NBC, ABC. Joe H. Bryant 
‘ce George L. Tarter vp & sis m; 

y Poindexter nat sis m; Raymer rep. 

Labbock, KDUB-TV (13) 7400 College Ave. 

Box 1475. Sherwood ee AA hr $400, 
$50, W. D. “Dub” 

rs p & gm; R. S. vi Bud” Nielsen g 

sis m m; John Henry nat sls m; Branham 


Lafkin, KTRE-TV (9) 114% S. First. 4 
tune 4-7771. AA hr $250, m $60, ID ; 
NBC, CBS, ABC. Richman. Lewin vp & 

; Royce Christenson sis d; Venard, 
ntoul & McConnell rep 

Midland, KMID-TV (2) Box 2758. Mutual 
27321. AA hr $350, m $30. ID 42. NBC, 

ABC. Ray Herndon gm; Cc. Evans sls 
; Venard, Rintoul & ‘Maconnell rep. 
sehen, KVKM-TV (9) Drawer K, Ker- 
mit Highway, Wilson 3-3231. AA hr $200, 
m $40, ID $23. a J. Rose Rucker p 
& om Masia re 

Nacogdoches, KT (19) Box 248. Lo 4 
4181. A hr $75, m $10, ID $5. Lee Scar- 
poscush ps p & gm. Affiliated with KTRK- 

Odessa, KOSA-TV (7) 1211 N. Whitaker. 

Federal 7-8301, AIA hr $400, m $90, ID $48. 
Sailing oe Vacca st m; Ed Costello sls m; 

San pan Fn "KOTV (8) 1011 E. 28 St. 7183. 
A hr $225, . 20 sec $35, ID $21. CBS. 
J. &. Hubbard’ gm; Jerry Burns cm; 
Venard. Rintoul & McConnell re rep. 

San Antonio, KCOR-TV (41) 111 Martinez 
St. zn 4, Capitol 52751. A hr $200, m 
$35, ID Nathan Safir exec vp & gm; 
Bill Lamar cm: Richard O’Connell rep. 

San Antonio, KENS-TV (5) Ave. E & 4th 
St. zn 6. Capitol 5-7411. AA hr $700, m 
$200, ID $120. CBS. vtr. Wayne Kearl 
st m; Bill Lydle nat sls m; PGW rep. 

San Antonio, KONO-TV (12) 1408 N. St. 
Mary’s St. zn 2. Capitol 6-7611. AIA hr $700, 
m $190, ID $105. ABC. vtr. James M. 
Brown vp & gm: Bob A. Roth p & cm; 
Katz rep. 

San Antonio, WOAI-TV (4) 1031 Navarro 
St. zn_6. Capitol 7-4221. AA hr $700, m 
$200, ID $115. NBC. vtr. James M. Gaines 
p & gm; Edward V. Cheviot st m; Petry 


rep. 

Sweetwater, KPAR-TV (see Abilene-Sweet- 
water) 

Temple-Waco, KCEN-TV (6) 17 S. 3rd St. 
Temple. Prospect . Temple: Plaza 
3-1846, Waco. A hr $400, m $80. ID $40. 
NBC. Burton Bishop gm; Dour ‘Thompson 
asst m; Jim “aa rgnl sis m; Blair Tele- 
vision ‘Assoc. 

Texarkana, KOMG-TV (6) Summerhill Rd. 
33-1133. A hr $350, m $70, ID $35. CBS, 
ABC. Walter M. Windsor gm & cm; Ven- 
ard, Rintoul & McConnell rep. 

Tyler-Longview, KLTV (7) Box my Kil- 
gore Hwy. E. Ke 2-3875. r $300, 

m $60, $35. ABC, CBS. Marshall 

HL Pengra gm; John Lenox cm; H-R rep. 
Waco, KCEN-TV (see Temple) 

Waco, KWTX-TV (10) yr Rg Bivd., 

Box 7128, Plaza 64451. hr $375, m $7, 
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ID $37.50. CBS, ABC. M. N. “Buddy” 
Bostick gm; Pete McNee nat rgni sis m; 
Venard, Rintoul & McConnell rep. 
Weslaco, KRGV-TV (5) aes S. Missouri Ave. 
zn 1, Woodlawn &-3131. 
ID - NBC-ABC, 
m; T. Marshall Weaver tv sls m; Raymer 


witkies Falls, KFDX- rg (3) Seymour Rd., 
Box 692-4530. A hr $350, m $100, ID 
$60. NEC. a Darrold Cannan p; Howard 
H. Fr Raymer rep. 

Wichita” Falls, KSYD-TV (6) Box 2130. 
322-6957. A hr $400, AA m $100, ID $60. 
CBS. vtr. Syd Grayson p & gm; Lambert 
Cain cm; Blair Television Assoc, rep. 


UTAH 
Prove-Salt Lake City, KLOR-TV (11) Box 
44, Franklin 3-2951. AA hr $350, m $90, 


ID — vtr. Samuel B. ANissley gm; Forjoe 


Salt Ps te City, KCPX-TV (4) 130 Social 
Hall Ave. zn 11. Davis 2-5681. AA hr $650, 
m $180, ID $90. NBC. vtr. Norman Louvan 
gm; Harold Woolley sis d; Katz rep. 

Salt Lake City, KSL-TV (5) 145 Social 
Hall Ave. zn 11. Elgin 5-4641. AA hr $600, 
m $180, ID $75. CBS. vtr. D. Lennox Mur- 
doch vp & gm; Lloyd E, Cooney g sls m; 
CBS-TV Spot Sales rep 

Salt Lake City, KUTV (3) 179 Social Hall 
Ave. zn 11. Davis 2-2505. AA hr $750, m 
$125, ID $62.50. NBC. vtr. Brent H. Kirk 
g sls m & st m; Robert Smith nat sls m; 
Avery-Knodel rep. 


VERMONT 
Brattleboro, WRLP (see Greenfield, Mass.) 
Burlington, WCAX-TV (3) 100 Market Sq. 
University 25761. AA hr $450, m $90, ID 
$45. CBS. Stuart T. Martin p; John A. 
Dobson sls m; Weed rep. 


VIRGINIA 
Bristol, WCYB-TV (5) Cumberland St. 
North 9-4161. A hr $300, m $60, ID 
NBC, ABC, Robert H. Smith p & gm; 
J. Fey Rogers vp & g sls m; Headley- 
Reed rep. 

Hampton, WVEC-TV (see Norfolk) 
Harrisonburg, WSVA-TV (3) Rawley Pike. 
44431. A nr $300, m $70, ID $35. C 
NBC, ABC. Hamilton Shea p & gm; Rich- 

ard H. Johnson sis m; H-R rep 
Lynchburg, WLVA-TV_ (13) 20 Lang- 
horne Rd. Victor 5-1242. A hr $300, m $60, 
ID $30. ABC. Phillip P. Allen p & gm 
Thomas L. Turner cm; Hollingbery 
Nerfolk-Portsmouth-New port News, WAVY- 
TV (10) 801 Middle St., Portsmouth, Ex- 
port 3-7331; 214 W. York St., Norfolk, 
Madison 7-2345. AA hr $850, m $200, ID 


Edward J. Henn essy g sls P. 
Norfolk WEAR-TV (3) 7 Boush St. zn 10. 
Madison 5-6711. AA hr $875, m $220, ID 
$110. CBS. vtr. Robert M. ene Jr. p& 
gm; Karl R. Nelson nat sls m; Petry rep. 
Norfolk-Hampten, WVEC-TV (13) 110 3rd 
St. Madison 7-7605. AA hr $750, m $180, 
ID $80, ABC. vtr. Thomas P. SS. 
5S Harrol A. Brauer Jr. vp & sls d 


posse: Richmond WXEX-TV (8) 124 
W. Tabb St., Petersburg. Regent 3-7876. 
AA hr $750, m $140, ID $70. NBC. Irvin 
G. Abeloff vp, mng d & nat sls m; Law- 
rence Slon loc sls m; Young rep 

Richmond, WRVA-TV (12) 5221 Midlothian 
Pike, zn 25. Belmont 3-461. AA hr $700, 
m $175, ID $70. ABC. vtr. Barron Howard 
vp & gm; James D, Clark Jr. sls m; HRP 
rep. 

Richmond, WTVR (6) 3301 W. Broad St. 

x 5229, zn 20. Elgin 5-8611. AA hr $875, 

m $160, ID $80. CBS. vtr. Wilbur M. 
evens” p & gm; William Kemple nat sls 
coordinator; Blair Television Assoc. rep. 

Roanoke, WDBJ-TV (7) 201 W. Campbell 
Ave. Box 150. Diamond 38031. AA hr 
$700, m $190, ID $80. CBS. vtr. John 
Harkrader vp & m; Blake Brown cm; 
PGW rep. 

Roanoke, WSLS-TV (10) Church Ave. & 3rd 
St. SW. Diamond 4-9226. AA hr $725, m 
$190, ID $80. . vtr. Horace Fitzpat- 
rick vp & m; A. §. Trevilian Jr. cm; Blair 
Television Assoc. rep. 


WASHINGTON 
Bellingham, KVOS-TV (12) 1151 Ellis. Re 
gent 34567. AA hr $725, m $181.25, ID 


$72.50. CBS. Dave Mintz ome vp; Fred 
Elsethagen sls m; Forjoe rep. 

Ephrata, KBAS-TV (16) Box 306. Moses 
Lake. Rockwell 5-7843. James Schroeder 
m; Associated with KIMA-TV, Yakima. 

Pasco, KEPR-TV (19) 3619 W. Clearwater 
Ave. Sold in combination with KIMA-TV 
Yakima. Ben Shropshire m; Weed rep. 

Seattle, KING-TV (5) 320 Aurora Ave. zn 
9. Mutual 2-3555. AA hr $1,200, m $330, 
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ID $150. NBC. vtr. Otto P. Brandt vp & 
st m; James D. Neidigh sls m; Blair-Tv 
rep. 

Seattle, KIRO-TV (7) 1530 Queen Anne Ave. 
zn 9. apenas 3-9800. AA hr $1,200, m $300, 
ID $125. CBS. vtr. Saul Haas gm; William 
A. Exline sls m; PGW rep. 

Seattle, KOMO-TV (4) 100 Fourth Ave. N. 
zn 9, Main 4-6000. AAA hr $1,350, m_ $380, 
20-sec $330, ID $165. ABC. vtr. W. W. 
Warren exec vp & gm; Bill Hubbach g sls 
m; Katz rep. 

Seattle-Tacoma, KTNT-TV (11) 137 Dexter, 
Seattle. Mutual 2-0550. A hr $625, m $130, 
ID $52. vtr. Max Bice st m; Herschel sls 
m; Weed rep. 

Spokane, eee (6) Radio Central Bidg., 

4102 S. Rega! . Keystone 4-0511, AA 
hr $750, m $262, T $125. NBC. vtr. R. O. 
Dunning p & Ag J. Birney Blair cm; 
Katz rep. 

Spokane, st TV (2) 4103 S. Regal, 

34. Fa T-4347. hr $675, m $190, TD $100. 
ABC. vtr. Robert Temple st m; Ted Rich- 
eson nat sls m; Petry rep. 

——, KXLY-TV (4) 315 W. Sprague. 

noes 4-4291. AA hr $800, m $220, 
ID 400 CBS. vtr. Fa. R. Agostino 
gm; Robert V. Weitze sls m; H-R rep. 

Tacoma, KTVW (13) 5544 N. 35th. zn 7. 
Skline 2-3544. A $425, m $85, ID $42.50. 
James J. Hawkins gm & sls m. 

Walla Walla, KNBS (22) AA hr $250, m $50, 
ID $25. ABC. Lyle Bond st m; Warren 
Gray gm; William F. Barclay mkt sup; 
Weed rep. 

Yakima, KIMA-TV (29) Box 702. Glencourt 
2-9111, AA hr $600, m $150, ID $75. NBC, 
CBS. vtr. Jack Reber vp & gm; William 
F. Grogan vp tv sls; Young rep. 

Yakima, KNDO-TV (23) 23 S. First St. Ch 
8-2300. AA hr $300, m $75, ID $37.50. ABC. 
Hugh Davis st m; Gene Adams sls m; 
Weed rep. 


WEST VIRGINIA 

Bluefield, WHIS-TV is Municipal Bldg. 
Davenport 7-7115. A hr $300, m $85, ID 
$35. NBC, CBS. John Shott st m & sls m; 
Katz rep. 

i oe WCHS-TV (8) 1111 Virginia St. 
E. 24. a 2-8131. AA hr $800, 
m $175, ID $87.50. ABC. vtr. John T. 
Gelder Jr. vp & gm; C. E, Wheeler ¢ sls 
m; PGW rep. 

Charleston, WHTN-TV (see Huntington) 

Charleston, WSAZ-TV (see Huntington) 

Clarksburg, WBOY-TV (12) 912 W. Pike 
St. Main 4-7573, AA hr $250, m $50, ID 
$25. NBC, CBS, ABC. vtr. Roger Garrett 
gm; Bob Connolly sls m; Avery-Knodel 
rep. 

Fairmont, WJPB-TV (5) Broadcast om. 
400 Quincy St., Fairmont 8000. hr 
$225, m $40, ID $25. ABC, CBS. J. Patrick 
Beacom p & gm; James Miller cm; Gill- 
Perna rep. 

Huntington, WCHS-TV (see Charleston) 

Huntington, WHTN-TV (13) 625 4th Ave. 
zn 1. Jackson 5-7661. AA hr $1,000, 
m $120, ID $50. _CBS. vtr. Robert R. 
Tincher vp & gm; O. W. Myers nat sls 
m; George A. Milier loc sls m; Blair Tv 
Assoc. rep. 

ay ye Le gy (3) = 

9th St. Jackson 9-4127. AA hr $1,000, 
$160, ID $80. NBC. vtr. C. Tom Gaston 
vp & gm; George Andrick tv sls m; Katz 


Oek Hill-Beckley, WOAY-TV (4) Box 251, 
Oak Hill. Hobart 93361. A hr $200, m 
$40, ID $20. CBS, ABC. Robert R. 
Thomas Jr. o & gm; Robert Brown st & 
sls m; Pearson, rep. 

Parkersburg, Le ad (15) 123 W. 7th 
St. Hudson 54589. A hr $150, m $30, ID 
$15. NBC, CBS, ABC. Milton Komito gm; 
William L. Viands sls m; Pearson rep. 

Weston, WJPB-TV (5) (See Fairmont) 

Wheeling, WTRF-TV (7) 1329 Market St. 
zn Cedar 2-7777. AA hr $700, m $155, 
ID $65. NBC. vtr. Robert W. Ferguson 
exec vp & gm; H. Needham Smith, sls 
m; Hollingbery rep. 


WIS. ONSIN 
Eau Claire, WEAU-TV (13) 2415 S. Hast- 
ings Way. Temple 23474. A hr $300, m 
$60, ID $30. NBC, ABC, CBS. Leo Howard 
gm; Wayne F. McNulty asst m; Holling- 

bery rep. 

Green Bay, WBAY-TV = 115 S. Jefferson. 
Hemlock 2-3331. AA hr $700, m $175, ID 
Haydn R. Evans gm; Earl H. 

Huth nat sls m; Katz rep. 
Green Bay, WFRV (5) Mason & Roosevelt 
Sts. Hemlock 7-5411. AA hr $650, m $130, 





ID $52. NBC. Jack Gennaro gm; Rogers 
Michelin sls m; Headley-Reed rep 
Green Bay, WLUK-TV (see Marinette) 
La Crosse, WKBT (8) 141 S. 6th St. 2-4678. 
AA hr $400, m $80, ID $40. Howard Dahil 
p & gm; Robert Morrison sis m; H-R 


Meticea, WISC-TV (3) 4801 W. Raa 
Hwy. zn 5. Cedar 39791. AA hr $550, 
m $110, ID $55. CBS. Ralph OCone 
gm; Richard Nickeson sls m; PGW rep. 

Madison, WKOW-TV (27) 215 W. XY. Woseeae 
ton Ave. zn 3. Alpine 7-2261. AA hr $300, 

m $60, ID $30. ABC. Be 


n F. Hovel gm; 
Headley-Reed rep. 

Madison, WMTV (33) W. Beltline Hwy. 
Cedar 3-5381. A hr $325, m $65, ID $33. 
NBC. Merritt Milligan gm; Donald G, 
Harrer asst m; Branham rep. 

Marinette-Green Bay, WLUK-TV (11) 400 
Wells St., Marinette, Redwood 5-6631; 
126 N. Madison, Green Bay, Hemlock 2 
6468. AA hr $500, m $120, ID $50. ABC. 
Joseph D. Mackin gm; Forster Cooper 
sls m; Hollingbery rep. 

Milwaukee, WISN-TV (12) 759 N. 19th St. 
zn 3, Division 23000. AA hr $1,400, m 
$300, ID $150. ABC. vtr. William C. Good- 
now vp & gm; Richard D. Foerster g 
sls m; Petry rep. 

Milwaukee, WITI-TV (6) 5445 N. 27th St. 
zn 9. Uptown 31919. AA hr. $1,400, m 
$350, ID $145. vtr. Joe Evans mng d; 
E. A. Hassett g sis m: Blair Television 
Assoc, rep. 

Milwaukee, WTMJ-TV (4) 333 W. State 
St. zn 1. Broadway 1-6000. AA hr $1,500, 
m $325, ID $162.50. NBC. vtr. George 
Comte gm; William Klumb, nat sls m; 

RP rep. 

Milwaukee, WXIX (18) Schroeder Hotel. 
509 W. Wisconsin Ave. Broadway 2-1818. 
hr $395, m $60, ID $35. Lawrence Turet 
st m; Lew Breyer sls m; Gill-Perna rep. 

Superior, KDAL-TV (see Duluth, Minn.) 

Superior, WDSM-TV (see Duluth, Minn.) 

Wausau, WSAU -TV (7%) 714 5th St. Viking 
2-1021. AA % hr $300, m $100, ID $37.50. 
CBS, ABC, NBC. Richard D. Dudley gm 
& cm; Meeker, Hyette reps. 


WYOMING 
Casper, KTWO-TV (2) 3900 E. Second. 23 
7-3711. A hr $150, m $40, ID $20. ABC, 
NBC, CBS. Lawrence S. Berger gm & sls 
m; Meeker rep. 

Cheyenne, KFBC-TV (5) 2923 E. Lincoln- 
way. 44461. A hr $225, m $50, ID $22.50. 
CBS, NBC, ABC. William C. Grove vp & 
gm; Charles P. Cahill cm; Hollingbery 

rep. 
Segre, icesten- Werhend, KWRB-TV 
(10) 500 Broadway. Un 4-2351. A hr $150, 
m $30, ID $15. Bs, ” Mildred V. Ernst 
co-o & sls m; J. P. Ernst co-o; Gill- 
Perna rep. 
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Wall St. (Continued from page 45) 


from 26 per cent (Sheriff of Cochise) 
to 97.5 per cent (Desilu Playhouse) 
and including the Untouchables (90 
per cent). For these programs Desilu 
had some 803 episodes already on 
hand and had scheduled for the 1960- 
61 season 134 segments with options 
for another 77. 


COST PLUS FEE. Qn the other side 
of the operation Desilu had “filmed” 
on a cost plus fee basis but with no 
ownership interest 17 additional tv 
programs including The Millionaire, 
The Wyatt Earp Show and The Real 
McCoys. These programs had some 
252 half-hour programs already pre- 
pared (Wyatt Earp with 39 had the 
biggest inventory) with another 398 
planned in the 1960-61 season (Wyatt 
Earp with 50 shows scheduled is 
again the biggest). 

In addition, some producers rent 
facilities from Desilu. These include 
producers of such programs as Lassie, 
Fury, The Gale Storm Show and 
others. These producers had an in- 
ventory of 89 half-hour programs on 
hand for 1960 and have scheduled 
another 89 half-hour shows. 


Putting these figures together indi- 
cates that for the 1960-61 season the 
production schedule will call for at 
least 698 episodes as against 584 for 
the 1959-60 season. Desilu estimates 
that some 70 days of cost-plus-fee- 
basis shooting are already contracted 
for and before the season ends they 
should total 200 days. In prior years 
there was no volume at all in this 
end of the business. 


The increased use of its facilities 
also calls for the constant introduc- 
tion of new equipment. The possible 
use of video tape is now being 
studied. Also, the company is diversi- 
fying the areas of entertainment in 
which it is active. The company has 
invested in a Broadway musical, 
Wildcat, starring Lucille Ball. Under 
terms of the arrangement, Desilu will 
receive, in addition to its investor’s 
share of profits, the right to arrange 
for the production and distribution of 
a cast album of the musical, and 
limited rights to do a tv spectacular 
using certain portions of the property. 
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5. Unduplicated Weekly Ratings of Spot Plans on 
WCBS-TV, WNBC-TV and WNEW-TV, New York 








WCBS-TV both 
and WNBC-TV = WNEW-TV schedules 
Announcements 21 12 39 
Average Frequency 2.9 1.5 3.9% 
Unduplicated Rating 84.6 35.8 91.3* 


*34Q, higher rating with 8% higher frequency 








Source: Nielsen 


Independents (Continued from 25) 


lets, it is the program line-up that 
attracts—or fails to attract—viewers 
week after week. A strong reliance 
on feature films can work to the sta- 
tion’s benefit or detriment—depend- 
ing on whether a specific film is good 
or bad from the audience’s viewpoint. 

In a special study of independent 
programming on the eight stations 
operating in New York and Los 
Angeles, a major New York adver- 
tising agency found that while fea- 
ture films occupied 45 per cent of 
the total broadcast time of the sta- 
tions, they delivered only 31 per cent 


of the total audience. Children’s. 


programs—Popeye, Sky King, etce.— 
delivered 32 per cent of the audience 
while representing only 17 per cent 
of over-all programing. Adult syn- 
dicated shows filled 15 per cent of 
broadcast time and accounted for 18 
per cent of the audience (figure 3). 
Programming can vary sharply by 
station as each attempts to build its 
own image and attract a certain 
audience. In New York, for example, 
WOR-TV concentrates heavily on 
movies. WNTA-TV features The Play 
of the Week and Open End. wrtx 
and WNEW-TV are strong program- 
mers of half-hour syndicated shows 
and _ children’s 
ality stanzas. 


cartoon-and-person- 
Each station has at- 
tained impressive audience records. 
wor-Tv’s Million Dollar Movie con- 
sistently reaches 60-70 per cent of 
New York tv homes over a four- 
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week period. Play of the Week has 
reached as much as 35-45 per cent of 
the New York market in a single 
week. 


The Spectacular 

It is in the area of the “spectacu- 
lar” that independent stations have 
scored recent notable inroads on the 
strong network competition. Last 
Feb. 25, wPix broadcast The Secret 
Life of Adolph Hitler—an hour-long 
“documentary” patched together 
from newsreel clips, confiscated Ger- 
man film and old homemovies. 
Thoroughly promoted before airing, 
the show received a 49.7 Arbitron 
rating in prime network time (8:30- 
9:30 p.m.) against such shows as 
The Real McCoys (ABC), Johnny 
Staccato (NBC), Johnny Ringo 
(CBS), The Pat Boone Show (ABC) 
and Bachelor Father (NBC). 

On Tuesday, April 1, 1958, the 
same station televised a newsworthy 
documentary, The Russian Revolu- 
tion, and hit a rating of 25.8 (ARB). 
A second and third telecast of the 
same program followed, with the 
latest showing getting a 14.8 rating. 
(A fourth broadcast was scheduled 
during the week of the Republican 
convention. Such multiple showings 
illustrate how the initial cost of a 
specially prepared program can be 
amortized over a period of time.) 

Also in the documentary-special 
field, WNEW-TV more recently showed 
Remember Us, a study of Nazi bru- 
tality during World War II. Com- 


posed of film clips interspersed with 





interviews of former concentration- 
camp inmates, the program received 
a Nielsen rating of 18.8 in its Mon. 
day, July 18, timeslot of 10-11 p.m. 
Network ratings for the same period 
gave CBS 11.3, NBC 8.9 and ABC 
7.5. The independent station’s share 
of audience was 37.4. 


Plus Values 

Obviously, the preparation of a 
special program involves expendi- 
tures of both money and time on a 
station’s part. For that reason, such 
program ventures are ordinarily 
viewed as plus-features of an inde- 
pendent’s value, rather than a stand- 
ard asset. There are standard ad- 
vantages offered by the non-network 
channels, however, the most obvious 
being the relatively low cost of an- 
nouncements and the availability of 
60-second 
evening time. 

Package plans offered by inde- 
pendent stations enable advertisers 


commercials in prime 


to maximize audience reach at small 
expense. As figure 4 indicates, an 
advertiser on WNEW-TV New York 
can reach 25-36 per cent of the mar- 
ket in a week by using plans of six to 
12 commercials. Although ratings per 
spot may average only 4.0 or 5.0, 
the basic nature of independent- 
station programming reduces audi- 
ence duplication. Advertisers thus re- 
ceive unduplicated reach at low cost. 

Spot users on network outlets and 
network-program sponsors who have 
looked into the matter of buying in- 
dependent schedules have found such 
purchases worthwhile from several 
viewpoints. As an example, an ad- 
vertiser using 21 spots weekly on 
WCBS-TvV and wnsc-Tv New York 
covers 85 per cent of the market’s 
tv homes. The addition of 12 spots 
weekly on WNEW-TV would, at nomi- 
nal cost, add eight per cent in new 
audience and 34-per-cent greater 
average frequency per week (figure 
5). 

There is little doubt that the inde- 
pendent stations are of primary im- 
portance in modern spot buying. The 
evaluation of their performance must 
go well beyond a perusal of their 
share-of-audience figures on the local 


ARB and Nielsen reports. Rather, the 
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advertiser and buyer must keep in 
mind the independents’ often impres- 
sive cumulative-audience delivery, 
low cost, flexibility of purchase, 
prime-time minute availabilities and 
an over-all program schedule that 
can include high-rated programs of 
particular interest to the local market, 
proven syndicated fare, exploitation 
specials and major movies. 

In a limited space it is impossible 
to give comprehensive coverage of 
such helpful adjuncts to an adver- 
tising schedule as full-scale mer- 
chandising plans (such as that offered 
by Kttv Los Angeles) and color- 
casting (a major point with WGN-TV 
Chicago), but these and other sales 
topics are also to be found among 
the independents. 

And, as pointed out previously, 
today’s television audience is so con- 
stituted that no matter what the 
strength or importance of network 
programming may be at any one 
time, there will be an audience which 
wants something  different—and 
which will find it on the independent 
station. 





Car Sales (Continued from 33) 
“The American public,” Mr. Barrett 
points out, “is like a small boy .. . 
unless you keep telling them and tell- 
ing them, they go out and do nothing 
... for you.” 

Citing reasons tv is ideal for auto- 
mobiles, it is pointed out that the top 
30 U. S. markets include over 67 per 
cent of all U. S. tv homes and that 
four average-rated prime evening an- 
nouncements per week could provide 
1.5 sales calls to 18.5 million different 
families weekly at a cost of $1.90 per 
thousand calls. In a month the auto- 
mobile firm could bring its story to 
27 million families with 4.2 sales calls 
per family. 

In the top 60 markets 85 per cent of 
all U. S. tv homes would be included 
and four average-rated prime evening 
announcements a week could provide 
1.5 sales calls to nearly 24 million dif- 
ferent families at a cost of $2.12 per 
thousand calls. 

As an example of spot success, 
Pontiac used spot tv to introduce its 
new widetrack-wheel feature. In just 
four days, and before any network tv 


announcement, a special two-market 
survey showed that in Houston 42.4 
per cent identified the widetrack as 
a Pontiac feature, and in Philadelphia 
37.1 per cent knew which car had 
widetrack wheels. Asked where they 
learned about the feature, in Houston 
60.5 per cent credited tv, as compared 
with 38.1 per cent for newspapers, 
and in Philadelphia 64.7 per cent 
mentioned tv: 29.5 per cent news- 
papers. 

Tyrex used spot tv to sell Tyrex as 
a tire ingredient with extra strength 
and safety and to motivate people to 
buy replacement tires using Tyrex 
cord. After four weeks, among those 
seeing three or four Tyrex commer- 
cials, all associated the name Tyrex 
with auto tires, and 85 per cent quoted 
a specific Tyrex feature having superi- 
ority over other fibres. Although spot 
tv was only one-sixth of the total 
Tyrex budget, 65 per cent of viewers 
were familiar with the Tyrex name, 
and only 20 per cent of non-viewers 
were familiar with it. 

The spot tv salesman is persistent 
and flexible, makes many calls each 
week in the prospect's home, does 
some of his best work nights, Satur- 
days, Sundays and holidays and works 
late evenings for less money. 

New-car dealers like tv and say it 
sells best, according to many surveys. 

Among examples are: 

e A Texas Oldsmobile dealer with 
83 per cent of his ad budget in tv and 
a “Tv Oldsathon,” Clyde Mace, gen- 
eral manager, smashed his all-time 
sales record and sold 151 cars in two 
days, with dollar volume hitting 
$500,000. This success was based on 
a tv expenditure of $4,616. 

e An Indiana Oldsmobile dealer, 
Riverside Dealers, South Bend, had 
90 per cent of his ad budget in tv. 
“T sold $150,000 worth of cars on two 
programs. With cash results like these, 
I’m sold on television.” 

e A Ford dealer, Courtesy Motors, 
Chicago, world’s largest car dealer, 
has 95 per cent of his ad budget in tv. 
“Television is ideal to bring the sales- 
man direct to the people . . . this en- 
ables me to deliver my message to a 
large audience rather than to one in- 
terested customer at a time.” 


e A Chrysler dealer, Walton Mo- | 








tors, Chicago, world’s largest Chrysler 
dealer, has 85 per cent of his ad bud- 
get in tv. “Television’s biggest plus is 
immediate sales. Time and again cars 
are delivered to the customers the 
same evening they are advertised.” 

@ A Plymouth-Dodge dealer, Court- 
esy Motors, Salt Lake City, has 95 
per cent of his ad budget in television. 
“Television affords an opportunity to 
demonstrate, to show a variety of cars, 
and to give the prospective buyer a 
view of actual cars that are for sale 
now, together with description of ac- 
cessories, terms and policies. No other 
medium can do all of these things.” 

Summing up, the Katz presentation 
argues that spot tv provides: 

—the barrage where it does the 
most good. 

—repeated and repeated sales calls 
to impress and motivate prospects to 
come to a showroom to see the fea- 
tures for themselves. 

—the sight, sound and demonstra- 
tion with strong enough sales impact 
to motivate people to buy. 

—a realistic, feasible cost. 
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39th St., East of Lexington Ave. 


NEW YORK 


Salon-size rooms ¢ Terraces * New 
appointments, newly decorated « 
New 21” color TV ¢ FM radio « New 
controlled air conditioning « New 
extension phones in bathroom « New 
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ORegon 9-3900 
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MR. ROBINSON MR. ZUCKER 


MR. KENNEDY 


we 


MR. STULTZ 


Four new vice presidents have been announced by Leo Burnett Co., Chicago. 
William S. Robinson joined Burnett as an account executive in 1958 and has 


since served as a brand supervisor and account supervisor. 


His advertising 


and marketing experience began with Foote, Cone & Belding, where he started 


as a research analyst. 


He was later with Earle Ludgin & Co. as a research 


director and vice president. Carlton Zucker joined Burnett nine years ago 
after serving as advertising manager of Macy affiliated stores in Toledo and 


Atlanta. 


With the agency he has served as account executive and account 


supervisor. Louis A. Kennedy came to Burnett as a copy supervisor in 1957. 
For six years previously he had worked for Brooke, Smith, French & Dorrance, 
where he became vice president and copy chief of the New York and Detroit 
offices. He will be associate copy director. Raman W. Stultz has been with 
Burnett for nine years as manager of the personnel department. Before 
joining Burnett he was personnel director of Burlington Mills and before 
that assistant to the president, in charge of industrial relations, at Welding 


Engineers, Philadelphia. 





Color (Continued from page 29) 


as in a studio telecast, but rather to 
the actual matter of moving the cam- 
eras inside the ball parks. 

“Getting the cameras into the park 
and up into position,” reports WHDH- 
Tv, “represented a _ considerably 
greater effort than is needed with 
black-and-white remote equipment. 
Because of their weight, the cameras 
are moved into position with block 
and tackle, and this becomes a rather 
expensive operation. By the same 
token, once the units are in place, we 
leave them where they are set up and 
make no attempt to store them be- 
tween telecasts, as has been our prac- 
tice with our black-and-white remote 
cameras. We only make sure the color 
cameras are covered for protection 
against the elements.” 


Moving Costs 


WLw-T chief engineer Howard Lep- 
ple noted that five men and a cost 
of $75 is required to move a color 
camera in and out of a studio. For 
this reason, the station invested in 
three additional TK-41 cameras which 
remain in the ball park (unless needed 
for other remote telecasts), while 
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three other cameras are used for 
studio color. To transport its mobile 
trio, WLW-TV constructed a special 
cradle (described as being similar to 
a hospital stretcher) into which each 
camera is strapped and conveyed from 
the mobile color bus over stadium 
walls and up and down ramps and 
stairs. 


Giant Truck 


Illustrating the fact that color cam- 
eras can be moved to new locations 
when necessary, WGN-TV shuttles its 
four color units between Comiskey 
Park and Wrigley Field in a specially 
constructed mobile truck described as 
“truly gigantic” in size. The truck re- 
quired a special traffic permit to en- 
able it to travel over regular Chicago 
thoroughfares. As WGN-TV has several 
cameras for studio originations in 
color, the baseball units are allowed 
to remain in position throughout the 
home stay of each team—meaning 
they are moved only every few weeks. 

As noted earlier, all but one major- 
league park have the necessary space 
in announcer booths and elsewhere 
to allow for color cameras. WHDH-TV 
enlarged its behind-the-plate booth to 
take two color cameras and was forced 


to dispense with protective glass slid- 
ing “windows” that formerly sheltered 
its b-&-w cameramen and announcers, 
“Our cameramen are now exposed to 
hard-hitting foul balls,” said a sta- 
tion executive, “but so far there have 
been no casualties.” Two special plat- 
forms were also constructed to support 
the heavy cameras, but this was noted 
as “a very minor change.” 


New Wiring 


Considerable expense, however, was 
required to wire the ball park to pro- 
vide sufficient power for the station’s 
color-remote truck, “but the expense 
would be needed in any remote color- 
cast origination,” said the station. 


Wiring at Crosley Field, home of 
the Cincinnati Redlegs, called for 4,- 
350 feet of cable for the color cam- 
eras and 400 feet more for the micro- 
wave relay to the WLW-T transmitter, 
(From here the signal is fed via tele- 
phone company facilities to WLW-D 
Dayton, wsaz-Tv Huntington, W. Va., 
WLEX-TV Lexington, Ky., wLw-c Co- 
lumbus and wiw-1 Indianapolis.) 

The Crosley stations, incidentally, 
are amortizing their wiring and other 
color expenses over two seasons al- 
ready—WwLw-T having been the first 
to broadcast color baseball on a local- 
regional basis last year. A dozen Sat- 
urday and Sunday daytime games 
were carried. Among other events, the 
station’s remote color cameras were 
used to lens the first indoor sports con- 
test—a “pro” basketball game—last 
November. 

Acknowledging that color equip- 
ment costs money and creates minor 
problems, the stations are in hearty 
agreement that the rewards are worth 
the effort. “Reaction to our colorcasts 
has been 100-per-cent favorable,” 
says WHDH-TV. “The reaction comes 
both from owners of color sets and 
from those with black-and-white re- 
ceivers, and from viewers in both 
metropolitan and ‘fringe’ areas.” Rob- 
ert Dunville, president of Crosley 
Broadcasting Corp., stated his views: 
“We think color baseball is not only 
beneficial to the station, but, more im- 


portant, it is a major factor in creat- 
ing a demand for color receivers . . . 
which, in turn, creates greater audi- 
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Bungles the Clown 


It’s not always a tragedy when the best-laid plans of men “gang agley.” 
For wvec-tTv Norfolk-Hampton a stop-gap became a stop-the-competition, 
and what could have been a comedy of errors for the station was a hit 
comedy instead. 

After six years as a uhf outlet WvEC-TV moved into the third vhf chan- 
nel in the Norfolk-Hampton market. Among the problems, once the sta- 
tion’s competitive position had been thus improved, was how to break 
into the firmly entrenched opposition in the late-afternoon and early- 
evening kiddie hour. 

Tom Chisman, president and general manager, made a deal for The 
Three Stooges on the basis of its successful record in other markets. As_ 
an added attraction he signed a young actor-ventriloquist-magician to 
emcee and co-ordinate the program which was to be stripped, Monday 
through Friday, from 6 to 6:30. A character, Bungles the Clown, was 
created for him. 

Several weeks after the show went on the air the emcee was delayed 
on an out-of-town trip by bad weather. With airtime near, program di- 
rector Duff Kliewer induced the radio program manager to step in. In 
doing so, he not only prevented the error, he won the game. 

Two appearances of the substitute Bungles, and the program received 
more mail in a day than in its entire past. Consequently, the sub became 
the regular, and with a good, long contract. 

Latest ratings give the show a weekly average of 28.7, with single rat- 
ings going as high as 36.5. The spot schedule for fall is sold out with a 
waiting list of clients eager to get on when a place opens up. One adver- 
tiser, Nolde bread, which tried a campaign as a reluctant experiment, 
now clings to Bungles and the Stooges like a burr. 

wveEc-Tv has done some heavy merchandising and promotion for its 
Bungles sponsors, using the clown as a crowd puller. One personal ap- 
pearance drew over 1,000 kids to a participant’s shoe store. The client, 
Russell & Holmes Shoes, thought it was a fluke, tried it again, and got 
even bigger crowds. Bungles also runs contests which average mail re- 
sponse of over 1,000 letters a week, and gives live shows in local theatres 
which play to SRO. 

What started out ad lib looks like it will go on ad infinitum. 











ences for a station doing colorcasting, 
whether it be baseball, network, film, 
etc.” 

The number of color receivers in 
Boston, Chicago and multi-city Cros- 
ley market areas are estimated by the 
colorcasting stations at 22,000, 70,- 
000 and 90,000 respectively. Each 
station notes that the figure for its 
market is growing steadily and tends 
to credit the heightened tint ball-game 
schedules for the increase. 

“A leading Boston distributor,” re- 
ports WHDH-TV, “marked a color-set 
volume for June that was up 747 per 
cent over June of 1959. The sales cre- 
ated his largest color-set month, sub- 
stantially beating last December, 
which heretofore had been his best 
meth on record.” 


Dealers in Cincinnati and other 
markets getting colorcasts from WLW-T 
agree that intensive tint promotion 
on the part of Crosley has helped cre- 
ate Sales that give the area a propor- 
tionally higher number of color sets 
than the national average. 


Up 75 Per Cent 


Chicago distributors reported at the 
end of April that color sales were 
“double and triple what they were 
last year, running 75 per cent ahead 
of last spring,” etc. Admiral Distrib- 
uting Corp. noted that it was sold out 
of several models and that the base- 
ball colorcasts contributed immeasur- 
ably to the sales gains. 

While none of the stations had 
specific rating figures as to the num- 
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Number One 


single station 
market 
in 
America! 


WTHI-TV is a single 
station market of 
217,400 TV homes. 


An advertising dollar 
on WTHI-TV delivers 
more TV homes than 
many dollars in a 
multiple station 
market. 





INDIANA 


Represented by THE BOLLING CO. 
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ber of color sets tuned to their base- 
ball telecasts, Robert Dunville spoke 
for the broadcasters when he said, 
“We know from our mail and from 
press comments that our colorcasts are 
getting through, are being seen and 
are being applauded.” 

“We are enthused about color from 
an operational, a sales and a tech- 
nical standpoint,” said William B. 
McGrath, 


WHDH-Tv, “and we are extremely 


managing director of 
pleased that our baseball colorcasts 
have proved so successful.” 

Ward Quaal, vice president and 
general manager of WGN, Inc., Chi- 
cago, noted simply, “The full daytime 
home schedules of both major-league 
teams in living color is a treat the 
dedicated baseball fans in Chicago 
richly deserve.” 

And it appears that the dedicated 
baseball fans—not only in Chicago 
but in New England and the midwest 
—find the game today has color 
a-plenty . . . besides Casey Stengel, 
Vinegar Bend Mizell and Jimmy Pier- 
sall. 





STARS SHOW 
THE WAY... 


To KMSO-TV, A 
“Preferred” Buy 
CBS***NBC***ABC 
60,300 TV HOMES 


MISSOULA scores _ highest 
again. Bank Debits have 


soared to +20% for the Isi 
Quarter of 1960 as market 
prospers. (Highest of all 


Montana Cities.) 

In “HIGH-SPOT PREFERRED 
CITIES" Missoula leads all 
other Montana cities with an 
index of 109.6. 

Advertise where business is 
good. Missoula has been a 
"Preferred" city for 12 out 
of past 17 months. (Sales 
Ma t Busi Activ- 





ity) 

KMSO-TV covers all of West- 
ern Montana . . . Missoula, 
Butte, Anaconda, Deer Lodge 
: + Hamilton, Kalispell, 
Helena . . . 18 Community 
Boosters. 
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Newsfront (Continued from 34) 


portant part in any product's adver- 
tising. Seasonal buying in the south 
can occur while there is no interest in 
a product in New England or Oregon. 
Spot television and market-by-market 
promotion might consequently be 
used rather than national activity. 

New uses for familiar products can 
raise a seasonal drop, sometimes for a 
short period, sometimes for a longer 
one if the new idea becomes a habit. 
Campbell Soup, for instance, pro- 
moted Soup-On-the-Rocks one sum- 
mer to boost hot-weather sales. The 
7-Up Co. promoted its soda as a 
mixer at Christmas and succeeded in 
making December (a traditionally 
poor month in the soft drink indus- 
try) its best-selling month. 

Other ideas suggested to keep sales 
from falling are joint promotions 
(off-season products with those in 
season), buying incentives for both 
retailer and consumer and a steady 
program of year-around advertising. 
This last point, it is noted, is too often 
neglected by advertisers who let com- 
petitors have the field to themselves 
during specific periods. 


Spot for New Millions 

Time was when the word “Brook- 
lyn” spoken into a radio microphone 
would bring shouts of laughter 
throughout the country. In the years 
of television, however, the lively New 
York borough appears to have lost 
its colorful appeal. One blow came 
when it lost the Dodgers. Another, 
and greater affront, came when 
the recently-released census figures 
showed Brooklyn had lost a good- 
sized portion of its population. 

Brooklyn, of course, was not the 
only metropolitan area that registered 
a decrease in its resident-total since 
1950. To the advertiser interested in 
reaching large numbers of people, the 
new census data, indicating growth of 
new markets, population shifts, etc., 
must be carefully studied and _ in- 
terpreted. 

CBS-TV Spot Sales, in its current 
house-organ, “Saleslants,” reports 
that the department commissioned 
Market Statistics, Inc., to make popu- 
lation projections for 1965 as an aid 


to advertisers planning for “tomor- 
row.” The research organization in- 
cluded in its figures the entire ty 
coverage areas of the top 15 markets 
(a total area representing almost one- 
half of the U. S. population and more 
than half the country’s effective buy- 
ing income). 

With each market divided into 
(standard 
metro area less city) and “extra- 


“central city,” “suburbs” 


urban area” (tv coverage area less 
standard metro area), the surveyors 
found that population in the 15 mar- 
kets would increase by 9.5 million 
people in the next five years. While 
the “city” trend of declining popula- 
tion figures will be halted and the 
15-market area will actually show a 
2.1-million-person increase in the 
central cities the suburbs will add 5.2 
million persons and the extra-urban 
area 2.2 million. Thus, the suburbs 
will continue to increase in popula- 
tion at more than twice the rate of the 
cities, and the extra-urban area will 
rival the city in importance. 

As to effective buying income, in 
the 15 top markets a total increase 
of $43 billion will take place, say the 
projectionists, with eight out of every 
ten dollars of that increase being 
found in the suburbs and extra-urban 
area. City buying income in 1965, it 
is prophesied, will be $71.8 billion; 
suburban income will be $89.8 bil- 
lion and extra-urban income will be 
$56.6 billion. In the next five years, 
more than two-thirds of the 15-market- 
area’s effective buying income will be 
outside the “central city.” 

Spot tv—the medium offering mar- 
ket selectivity and penetration—is the 
representative's answer to the problem 
of aiming future advertising to reach 
any and all segments of a market with 
equal efficiency. 
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In the picture 


Charles H. Brower, president of Batten, Barton, Durstine & Osborn, Inc., has announced 
the election of John Laurie as a vice president of the agency. Mr. Laurie is executive art 
director in BBDO’s San Francisco office. Except for Army service during World War II, 
Mr. Laurie has been with the agency since 1941, having joined the organization’s office in 
his native city of Minneapolis. In 1952 he was transferred to the San Francisco office and 
was named executive art director two years ago. Mr. Laurie attended the University of Min- 
nesota and studied at the Minneapolis School of Art and at the Sorbonne and Beaux Arts 
School in Paris. He has taught courses in advertising art both in Minneapolis at the Art 
Center and in San Francisco at Golden Gate College. He is married, the proud father of four 
sons and lives in Mill Valley. 








Paul E. Funk, an account director in the New York home office, has been elected a vice 
president of McCann-Erickson Advertising (U.S.A.). Mr. Funk has been with the company 
since 1954, joining McCann as an account executive in the Detroit office. Earlier connec- 
tions in the advertising business were with Fuller & Smith & Ross as an account executive 
and as director of public relations with Norman Malone & Associates in Akron, Ohio. After 
seven months in the Detroit office of McCann-Erickson, Mr. Funk was transferred to agency 
headquarters in New York. He has worked on accounts of Owens-Corning Fiberglas and 
Standard Oil Company (New Jersey). He is also a member of the Marketing Plans Board 
at McCann-Erickson. A resident of Rye, N. Y., Mr. Funk is married and the father of one son. 





The National Broadcasting Co. has elected George H. Fuchs 
(1.) vice president, labor relations. Mr. Fuchs has been with NBC 
since 1955 as, successively, labor relations administrator, and 
manager and then director of the department. Before transferring 
to NBC, he was with RCA for six years after receiving his master’s 
degree from the University of Pennsylvania. Fred Horton (r.) 
has been named general sales executive, National Broadcasting 
Co. He will be responsible for representing NBC in the area of 
drug and toiletry sales. With the network since 1941, he has 
been most recently sales manager of the Medical Radio System. 





Robert E. Riordan, who has been with D. P. Brother, Detroit, since last month, has 
been made a vice president and director of the agency’s expanding marketing and research 
operations. Coming to D. P. Brother with 17 years experience in advertising, marketing and 
research in a wide range of fields including building products, package goods, appliances 
and automotive products, Mr. Riordan was most recently research director at Young & Rubi- 
cam. He is a native of Detroit and was graduated, in 1940, from Michigan State University. 
He is active in civic associations in Birmingham, Mich., where he resides with his wife and 
two children, and in several professional and alumni groups in Detroit. As marketing and 
research director he succeeds John J. Remillet Jr., who has been named to the agency's 





service management staff. 





Richard B. Neff has joined the staff of Compton Advertising, Inc., and has been ap- 
pointed a vice president of the agency. He will serve as a senior group head in the creative 
department. Mr. Neff brings to Compton experience gained during nine years at J. Walter 
Thompson and seven years at Young and Rubicam. Mr. Neff writes and lectures extensive- 
ly on copywriting and on various aspects of marketing as a function of advertising and is 
a contributor to the trade magazines. He is active in a number of professional organizations 
including the Copy Research Council and The American Marketing Association and he lec- 
tures in the Copy Clinic of the New York Advertising Club. Educated at Harvard and the 
University of Georgia, Mr. Neff is married, the father of two boys and a happy Manhat- 
tan cliff dweller. 
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LOOK MA, MUSCLES! 





Rochester, Minnesota is the market | 
with muscles. It is the fastest growing | 
market in the state. | 


If you are interested in push-ups, this 
is the market that has been pushing 
up for the last decade—up in con- 
struction, up in population growth, up 
in retail sales. 


As a matter of fact, the annual con- | 
sumer spendable income is $886,- 
000,000. 


And you reach this large, growing 
market through KROC-TV which com- 
mands 70% of this audience sign-on 
to sign-off, according to ARB. 


Ask Venard, Rintoul & McConnell how 
easy it is to push up sales for your 
client in the Rochester, Minnesota 
Market. 


KROC-TV 


CHANNEL 10 


Rochester, Minnesota 


National Representative: 
Venard, Rintoul & McConnell, Inc. 


Minneapolis: Harry S. Hyett Co. 





Network Representative Elisabeth Beckjorden 
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The first strains of the campaign: 
Washington radio station WGMS 
played the favorite music of Senator 
and Mrs. Lyndon B. Johnson of 
Texas on its Guest Conductor pro- 
gram very soon after the Senate Ma- 
jority Leader was nominated. For the 
record, the Democratic Vice-Presi- 
dential nominee’s taste runs to Strauss 
waltzes, which his wife says help him 
relax, and to Western folksongs— 
which will help his Texas constitu- 
ents relax. 


. * * 


And speaking of music, our vote 
for the best touch in television’s 
handling of the political conventions 
goes to the Master Musician of the 
Credit Crawl at NBC. At the conclu- 
sion of the Republican affair in Chi- 
cago, the credits crawled onto the 
screen to the musical accompaniment 
of Stout-Hearted Men. 

Dedicated, of course, to viewers as 
well as technicians. 


. - - 


Fellow who claims he used to work 
on the television version of Lights 
Out sends us an anniversary card 
commemorating the first anniversary 
of last year’s Big Blackout in New 
York. (The exact date of the Dark 
at the Face of the Screen was August 
17, 1959.) 

Our Lights Out recorder says he 
has a favorite story about the B. B. 
which he’d like us to pass on to Gen- 
eral Sarnoff and his RCA troops. 
“I’m sure they all read your column,” 
says Lights Out. 

Anyway, L. O.’s story concerns a 
television salesman on Manhattan’s 
East Side who had just sold a new 
color set—his first such sale—when 
the power failed. The customer 
changed his mind and walked out. 


* a * 


There were some Russians visiting 
the U. S. the other day in connection 
with the release of a new Soviet film. 
In the course of a newspaper inter- 
view they talked about Russian tv. 
Among other electronic tidbits, the 
Reds revealed that television, which 


is free—that is, it costs nothing and 
is worth every cent—services the Rus- 
sian people with carefully selected 
programs. 

“We do not have variety shows or 
commercials,” the spokesmen for the 
group said. “Our television is all edu- 
cational, except for the feature films.” 

The group came to this country in 
connection with their production of 
Dostoyevsky’s The Idiot, which many 
consider a perfect Russian documen- 
tary—titlewise. 


* * * 


The patient who said he was 
royalty—Crown Prince Mujuba Nija- 
bouri Cetewayo, of Upper Volta in 
West Africa—turned out to be a 
phony. He’s really Ed Woods of 
Baker County, Fla., wanted by the 
F. B. I. and police in Newark, Mem- 
phis, Cleveland, Chicago, Philadel- 
phia, Cincinnati, Paterson, N. J. and 
Newburgh, N. Y. 

Ed has been carrying out his 
Crown Prince impersonation for at 
least two years, speaking in a clipped 
British accent—which he obviously 
picked up from watching the late 
movies on tv—and also a tongue he 
called Swahili, probably inspired by 
viewing episodes of Ramar of the 
Jungle. 

Some weeks ago, when he was 
taken off the train at Norwalk, Conn., 
suffering from a kidney ailment, he 
was, because of his royal blood, given 
a private room with television. But 
the Prince couldn’t let well enough 
alone. He promised a surgeon 5,000 
acres of coffee plantation as a fee and 
he wired his “father” in Ouagadou- 
gou—Upper Volta’s capital—for $10,- 
000 expense money. 

The money didn’t arrive. Hospital 
officials, who had only the princely 
kidney for security, became worried. 
They were also more than somewhat 
suspicious of his big talk and five 
college degrees. They finally called 
in the F. B. I. when his briefcase was 
found to contain only comic books. 

If he had only stuck to tv! Those 
comic books make princely delin- 
quents every time. 
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FALL BUYING MEMO: 


From 6:00 pm to Midnight, 
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Monday thru Friday, more 
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REPRESENTED BY EDWARD PETRY & CO., INC. 


THE i77H ANNUAL 
NEWS PICTURES OF THE YEAR COMPETITION 
IN RECOGNITION OF 
OUTSTANDING ° CONTRIBUTION TO THE FIELO OF PHOTOJOURNALISM 
| ACCLAIMS 


KFMB-TV, SAN DIEGO 
NEWSFILM STATION OF THE YEAR 
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